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Sprint 


The  Now  Network' 


The  end  of  phone  tag.  Turn  your  desk  phone  and  mobile  phone  into  one  with 
Sprint  Mobile  Integration.  You’ll  have  one  number,  one  voicemail  and  one  easy  way  to  control 
mobile  usage.  Simplify  the  way  your  company  stays  in  touch.  Make  it  easier  for  clients  to  reach 
you.  And  reduce  company  telecom  expenses.  Less  dialing,  happier  clients.  Productivity  starts  now. 
T866-653-1056  sprint.com/convergence 
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Retail  Therapy 

I'll  admit  this  upfront:  I  believe  in  retail  therapy  in  all  its  glorious  forms. 

Whether  you  do  it  in  person,  via  telephone  or  by  clicking  away  online, 
the  power  of  a  good  shopping  experience  to  lift  the  spirits  is  one  of  life’s 
guilty  pleasures  that  I  only  ever  feign  any  actual  guilt  about. 

Given  these  proclivities,  I  was  naturally  hooked  on  every  word  of  Senior 
Editor  Kim  S.  Nash’s  cover  story  about  how  certain  retailers  are  tapping  into 
social  networks  and  mobile  devices  to  get  cozy  with  customers  (“Follow  the 
Money,”  page  26).  One  survey  found  that  35  percent  of  adults  who  spent 
time  on  a  social  network  in  the  past  month  also  bought  something  while 
online.  Factor  in  those  300  million  Facebook  users,  and  you  can  practically 
hear  the  siren  song  of  sales  opportunities. 

But  this  isn’t  just  another  form  of  retail  therapy.  This  is  a  development 
with  far-reaching  potential  to  close  that  dreaded  “IT-business  alignment” 
gap.  These  projects  shine  a  light  on  the  places  where  IT  can  carve  out  new 
channels  between  customers  and  the  company. 

From  mobile  e-conunerce  offerings  to  coupons  by  text  message  or  store¬ 
fronts  on  social  networks,  our  story  notes  how  “as  enablers  of  these  projects, 
CIOs  are  moving  ever  closer  to  the  customer.”  Out  of  this  lingering  reces¬ 
sion  develops  one  picture  of  what  true  business-IT  alignment  looks  like, 
says  Drew  Martin,  CIO  of  Sony  Electronics:  “IT  is  becoming  part  of  the 
product  offerings.” 

When  customers  log  on  to  the  new  Sony  e-book  reader,  for  example, 
the  device  automatically  connects  to  existing  customer  profiles  and  offers 
up  e-books  to  purchase.  This  feature  developed  out  of  Martin’s  efforts  to 
connect  Sony’s  product  development  with  its  internal  CRM  system.  “You 
can’t  build  a  site  and  expect  people  to  come,”  he  says.  “We  are  on  YouTube, 
Facebook  and  Twitter  to  go  out  and  get  them.” 

Other  examples  abound.  Starbucks  brewed  up  its  mobile  commerce 
application  from  its  My  Starbucks  Idea  website,  where  registrants  submit 
ideas  they’d  like  the  company  to  try.  Dell  can  point  to  more  than  $2  million 
in  sales  stemming  from  14  Twitter  accounts.  And  1-800-Flowers  has  a  Face- 
book  store  with  a  simplified  click-and-buy  option  on  bouquets  marketed  as 
“wish  list”  items  among  Facebook  friends. 

If  ever  there  was  a  “seize  the  moment”  opportunity  for  IT  leaders,  this  is 
it.  As  Sony’s  Martin  puts  it:  “Every  CIO  has  the  opportunity  to  be  involved. 
You  have  to  step  right  out  and  take  it.” 
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Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


CHATTER 


Is  Windows7  For  Real? 

There  has  been  no  shortage  of  coverage 
analyzing  Microsoft's  newest  OS.  CIO.com 
Senior  Writer  Shane  O'Neill  offers  some 
anecdotal  evidence  suggesting  that  all  the 
Windows7  love  may  be-in  part-hype.  "An 
effort  to  sell  an  extra  copy  of  Windows 
7  Home  Premium  upgrade  version  ran 
into  a  slight  problem:  Nobody  wanted  it,"  he 
writes  in  Take  My  Windows  7  Please:  A 
Resale  Tale,  advice.cio.com/node/8977 

Then  there  was  a  recent  Retrevo  survey 
suggesting  that  Netbook  users  are 
unhappy  with  Windows  7,  leading 
O'Neill  to  his  next  theory:  Does  Microsoft 
secretly  want  you  to  hate  Netbooks? 
www.cio.com/article/507B71 

More  Millennials  Coming 

Of  course  Windows7  adoption  may  merely 
be  a  sign  of  things  to  come.  Senior  Online 
Editor  Thomas  Wailgum  recently  blogged 
that  "the  usability  of  enterprise 
applications  will  not  only  become 
paramount,  it  will  be  expected  by  the 
Millennial  crowd."  And  as  a  recent  For¬ 
rester  report  observes,  there  are  millions 
more  Millennials  still  to  enter  the  workforce 
who  will  be  more  than  happy  to  dump 
what  doesn't  work  for  them  and  find 
their  own  SaaS,  ahem,  solution. 
advice.cio.com/node/8954 

Goodnight  and  Good  Luck 

IDG  Enterprise's  chief  content  officer,  John 
Gallant,  recently  interviewed  SAS  CEO  Jim 
Goodnight,  who  had  much  to  say  about 

how  businesses  did-and  didn’t-take 
advantage  of  Bl  during  the  downturn. 
One  thing  he's  clearly  not  yet  embrac¬ 
ing:  cloud  computing,  which  he  says  has 
a  ways  to  go  as  far  as  Bl  is  concerned.  "I  cer¬ 
tainly  have  issues  asking  a  bank  to  send  us 
all  their  data  and  we're  going  to  put  it  up  on 
a  cloud.  From  a  security  standpoint,  [we're] 
a  few  years  away  before  they  can  have  the 
kind  of  security  that  people  feel  good  about." 
www.cio.com/article/5075E6  ►  ►  ► 
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Smarter  technology  for  a  Smarter  Planet: 

Is  your  information 
withholding  information? 

Most  businesses  have  a  data  management  strategy.  And  another.  And  another.  One  for  every  application: 
ERR  CRM,  SCM,  HRM,  etc.  The  result  is  a  proliferation  of  siloed,  disjointed  data  that  gets  in  the  way  of 
smart  decisions.  An  Information  Agenda  from  IBM  moves  you  from  an  application-centric  approach  to  your 
information  toward  a  more  holistic  view  of  your  information  systems.  So  you  can  make  use  of  your  data 
to  make  decisions  faster  and  with  greater  confidence  -  helping  you  optimize  processes,  predict  market 
changes  and  act  on  new  opportunities.  Banks  can  better  manage  financial  risk.  Retail  companies  can 
spot  trends.  Manufacturing  companies  can  speed  delivery  across  a  complex  supply  chain.  So  information 
works  for  us,  instead  of  vice  versa. 


A  smarter  business  needs  smarter  software,  systems  and  services. 
Let's  build  a  smarter  planet,  ibm.com/infoagenda 


IBM,  the  IBM  logo,  ibm.com,  Smarter  Planet  and  the  planet  icon  are  trademarks  of  International  Business  Machines  Corp. ,  registered  in  many  jurisdictions  worldwide.  Other 
product  and  service  names  might  be  trademarks  of  IBM  or  other  companies.  A  current  list  of  IBM  trademarks  is  available  on  the  Web  at  www.ibm.com/legal/copytrade.shtml. 
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mfriedenberg 


What  Are  You  All  Doing? 

In  the  spirit  of  celebrating  one  of  the  hottest  social 
media  trends  this  year-Twitter-l  offer  my  closing 
column  of  2009  in  "tweet"  format.  Here  is  my 
countdown  of  the  top  10  trends  to  watch  in  2010: 


10.  Social  media  is  a  reality.  Drives  more  GRC  headachesas  we  see 
it  unfold  on  Facebook, 

9.  Desktop  in  question.  Win7,  desktop  virtualization,  netbooks, 
thin-client,  refresh  cycle,  Who  wins? 

8.  Where  will  nxt  Heartland-style  breach  hit?  How  safe  R  U? 


7.  IT  budgets  flat  in  the  U.S.  but  "flat  is  the  new  up." 


6.  Windows  7  exceeds  expectations,  Vista  just  a  bad  memory, 
Did  it  really  happen? 


►  ►►  Chatter  Continued  from  Page  2 


v  Lessons  From  Life 

Peter  Drucker  had  as  much  to  say 
about  self-management  and  personal 
development  as  he  did  about  innovation 
and  organizational  effectiveness,  says 
Bruce  Rosenstein,  the  author  of  a  new 
book  on  the  "father  of  modern  manage¬ 
ment."  Senior  Online  Editor  Meredith 
Levinson's  Q&A  with  Rosenstein 
offers  some  choice  lessons  from 
Drucker's  life,  legacy  and  lack  of 
e-mail,  www.cio.com/article/506624 

Then  there  are  the  lessons  about 
what  not  to  do,  and  who  better  to 
turn  to  for  those  than  Bernie  Madoff?  As 
Senior  Editor  Thomas  Wailgum  writes, 

"Bernard  L.  Madoff  Investment 
Services'  enterprise  systems  and 
IT  infrastructure  stayed  as  much 
in  the  Dark  Ages  as  possible-just 

the  way  he  and  his  co-conspirators 
wanted  it."  As  Wailgum  puts  it:  "Madoff's 
tech  legacy  illustrates  the  dangers  of 
'closed'  systems  as  well  as  falling 
behind  the  technology  curve-both 
inside  your  own  four  walls  and  at  your 
outside  service  providers'  companies." 
advice.cio.com/node/898B 

Brighter  Skies  at  RIM 


5.  SaaS,  cloud,  virt,  open  source,  social  media,  netbooks,  mobile, 
etc,  offer  new  alternatives,  gain  broad  acceptance. 

4.  CIO  mindset  still  focused  on  ROI  +  risk  mitigation  >  innovation. 

At  least  innovation  is  in  the  equation  now, 

3.  Cloud  is  real.  Ellison  changes  mind,  sees  the  "Sunlight. 

2.  Transformation  of  IT  to  BT  continues.  Biz  IT  alignment  turns 
to  BT  convergence. 

1.  CEO  +  stable  economy  =  :-)  CIO 

Come  follow  me  on  Twitter:  www.twitter.com/mfriedenbero.  and  pass 
along  your  thoughts  and  ideas,  I  look  forward  to  sharing  mine  and  wish  you 
and  your  families  a  healthy,  safe  and  prosperous  2010! 


Research  in  Motion  wowed  an  audi¬ 
ence  at  its  second  annual  BlackBerry 
Developer  Conference  by  unveiling  a 
toolbox"  of  new  development  utilities. 

"There's  really  never  been  a  bet¬ 
ter  time  to  be  a  mobile  application 
developer,"  RIM's  VP  of  platform  prod¬ 
uct  management,  Alan  Panezic,  told  CIO. 
com  staff  writer  Al  Sacco.  "We  are  mak¬ 
ing  it  easier  to  build  BlackBerry  applica¬ 
tions  in  every  possible  way. " 
www.cio.com/article/507294 

~T~ 

CORRECTION 

The  story  "Blogged  Down"  (Nov.  15, 2009) 
listed  Jack  MacKay's  title  incorrectly.  He  is 
CIO  with  the  American  Hospital  Association. 
We  apologize  for  the  error. 


Michael  Friedenberg,  President  and  CEO 

mfriedenberg@cio.com 


Compiled  by  Assistant  Managing  Editor 
Christine  Celli.  Have  a  comment  about 
a  story  in  this  issue  of  CIO?  Go  to  www. 
cio.com/magazine/20091201  or  write 
to  letters@cio.com. 
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On  a  smaller,  flatter,  smarter  planet,  we  increasingly  find  ourselves  working  with  people  far  outside  the  walls 
of  the  enterprise:  partners,  suppliers,  customers  and  remote  employees.  IBM  is  incorporating  new  tools,  like 
social  software,  wikis  and  presence  awareness,  throughout  our  collaboration  portfolio— as  well  as  new  ways 
of  accessing  these  tools  through  the  cloud.  Cloud-based  solutions  like  LotusLive™  let  your  people  work  with 
whomever  they  want,  regardless  of  what  side  of  the  firewall  they’re  on.  All  backed  by  the  legendary  security 
you  expect  from  IBM.  Now  you  can  extend  your  collaboration  infrastructure  without  the  cost  and  complexity 
of  additional  infrastructure.  So  you  don’t  have  to  tear  down  your  walls  to  reach  beyond  them. 

A  smarter  business  needs  smarter  software,  systems  and  services. 

Let’s  build  a  smarter  planet,  ibm.com/collaborate 


Smarter  technology  for  a  Smarter  Planet: 

Can  the  boundaries  of  a  business  be 
defined  by  its  people  instead  of  its  walls? 
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Apple  Readies 
"World  Mode" 
iPhone  on 
Verizon  Network 

Apple  will  launch  a  smaller 
"world  mode"  iPhone  next 
year  that  will  be  ready  for 
Verizon  Wireless  to  sell  in 
the  third  quarter  of  2010, 
according  to  an  analyst 
report  citing  unnamed 
handset-maker  sources.  It 
will  reportedly  use  a  hybrid 
chip  from  Qualcomm,  mak¬ 
ing  it  compatible  with  GSM/ 
UMTS  3G  and  CDMA2000 


Broadband  Stimulus  Cash  Going  Quickly 

The  Obama  administration  says  it's  fast-tracking  the  schedule  to 
fork  out  more  than  $7  billion  in  stimulus  money  to  fund  high-speed 
Internet  access.  But  if  you  haven't  applied  yet,  you  have  only  one  more 
chance.  Instead  of  handing  out  that  dough  in  two  additional  rounds, 
as  originally  intended,  the  administration's  new  plan  is  to  do  it  in  just 
one  more-and  it's  probably  coming  soon. 

"This  will  get  the  funds  out  the  door  faster  to  stimulate  the  econ¬ 
omy  and  create  jobs,"  declares  Jonathan  Adelstein,  formerly  with  the 
Federal  Communications  Commission  and  now  an  administrator  with 
the  Rural  Utilities  Service. 

According  to  RUS  and  the  Department  of  Commerce's  National  Tele¬ 
communications  and  Information  Administration,  2,200  applicants 
responded  to  Round  1  of  the  broadband  grant  loan  program.  All  told, 
$28  billion  in  funds  was  requested,  though  only  $4  billion  is  available 
in  the  first  phase.  Both  agencies  say  they'll  start  announcing  the  first 
winners  of  Round  1  in  December.  Round  2,  they  promise,  will  come 
early  next  year.  -ArsTechnica 

Google  Offers  Free  Airport  Wi-Fi  for  Holidays 

Hoping  to  bring  holiday  cheer  to  harried  travelers,  Google  is  footing 
the  bill  for  Wi-Fi  access  at  47  U.S.  airports  through  mid-January,  so 
people  can  connect  to  the  Internet  for  free  while  they  wait  to  travel. 

Google  is  working  with  airports  and  Wi-Fi  providers  like  Boingo  Wire¬ 
less,  Advanced  Wireless  Group  and  Airport  Marketing  Income  to  offer 
the  service  in  cities  like  Las  Vegas,  San  Jose,  Boston,  Baltimore,  Hous¬ 
ton,  Indianapolis,  Seattle,  Miami,  Orlando,  St.  Louis  and  Charlotte,  N.C. 

As  part  of  the  service,  people  who  log  in  to  the  free  Wi-Fi  service 
will  have  the  opportunity  to  make  donations  to  Engineers  Without 
Borders,  One  Economy  and  the  Climate  Savers  Computing  Initiative. 
Google  will  match  the  donations  up  to  $250,000.  -IDG  News  Service 


networks.  -Computerworld 


Microsoft  Stifles  Info  on  Bing  Cash-Back  Error 


RIM  Brings 
BlackBerry 
Development, 
Admin  Courses 
to  Universities 

Research  In  Motion  today 
announced  its  BlackBerry 
Academic  Program,  which 
offers  courses  and  curricula 
related  to  its  BlackBerry 
smartphones  to  participat¬ 
ing  colleges  and  universities 
in  the  United  States  and 
Canada.  The  new  courses 
will  teach  students  Black¬ 
Berry  development  funda¬ 
mentals,  as  well  BlackBerry 
administration  and  support 
procedures  and  best  prac¬ 
tices.  -CIO.com 


Microsoft  has  brought  out  its  legal  hammer  against  Samir  Meghani,  a 
businessman  who  publicized  a  problem  with  an  incentive  program  run 
alongside  the  company's  Bing  search  engine. 

Meghani  made  a  blog  post  last  month  about  an  error  in  the  way  pur¬ 
chases  are  reported  back  to  Bing  for  its  Cashback  program.  The  Bing 
program  returns  a  small  percentage  of  money  to  shoppers  for  items 
bought  through  ads  on  its  search  engine.  Meghani  claims  he  found  it 
was  possible  to  report  fake  transactions  back  to  Bing,  making  custom¬ 
ers  eligible  for  cash-back  rewards  when  in  fact  they  haven't  bought 
anything,  Meghani's  own  Bountii.com  site  could  be  viewed  as  a  Bing 
competitor,  albeit  a  minor  one.  -IDG  News  Service 

Tweets  Are  Coming  to  Linkedln 

Linkedln  and  Twitter  recently  announced  a  partnership  to  bring 
tweets  to  Linkedln,  the  social  networking  site  for  professionals.  This 
comes  on  the  heels  of  announcements  by  Microsoft  and  Google  that 
they  would  incorporate  tweets  into  their  search  results. 

The  partnership  with  Linkedln  affirms  Twitter's  role  as  a  medium  for 
professional  conversation.  More  than  social  sites  like  Facebook,  people 
use  Twitter  to  keep  abreast  of  professional  news  and  share  links  to 
articles  about  their  industries.  -  The  New  York  Times 
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The  meteoric  rise  of  unstructured  information  has  restrained  our  productivity  and  creativity  as  we  struggle  to 
digest,  utilize,  and  control  the  growing  digital  universe.  Transforming  the  enterprise  to  successfully  harness  these 
assets  requires  revolutionary  changes  in  how  we  interact  with  information. 

Autonomy’s  Meaning  Based  Computing  allows  computers  to  derive  meaning  from  human  information  to 
automate  the  retrieval,  processing,  and  management  of  any  piece  of  data  -  text,  email,  web  pages,  social  media, 
voice,  or  video.  This  frees  our  20,000  customers  to  discover,  analyze  and  apply  information  and  interactions 
across  websites,  intranets  and  extranets. 


"The  World's  Hottest  Enterprise  Software  Comp  any" 

Information  Week,  2009 

Pan-Enterprise  Search  I  Information  Governance  I  eDiscovery 
I  Archiving  I  Rich  Media  I  Customer  Interactions 
www.autonomy.com 
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latest  research  about  IT, 
management  and  leadership 
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The  Project  Success  Method 

A  Proven  Approach  for  Achieving  Superior 
Project  Performance  in  as  Little  as  5  Days 

By  Clinton  M.  Padgett 

Working  on  a  strategic  initiative?  Sit  down:  70  percent  to  90  percent 
of  these  efforts  fail.  Padgett,  a  project  management  expert,  wants 
to  help  you  succeed.  Drawing  on  15  years  of  experience  consult¬ 
ing  for  Fortune  500  companies,  he  lays  out  how  to  form  teams; 
analyze,  design  and  assign  work;  set  schedules;  and  monitor  prog¬ 
ress.  And  there  are  plenty  of  quick  case  studies  to  keep  you  awake. 
Wiley,  2009,  $24.95 


CIO  Unplugged 

Healthcare  POV 

By  Edward  Marx 

BLOG  It’s  layoff  season,  and  as  Edward  Marx  can 
tell  you,  it’s  awful  to  pull  the  plug  on  an  employee— 
especially  when  the  decision  has  nothing  to  do  with 
performance.  In  a  recent  post,  Marx— the  CIO  of  Texas 
Health  Resources,  a  nonprofit  healthcare  delivery 
system— discusses  the  best  and  worst  of  a  bad  situation. 
Other  recent  posts  cover  his  argument  for  embracing 
cloud  computing  and  how  “life-work  integration”  makes 
better  sense  than  work-life  balance:  Life  isn’t  neatly 
segmented  into  units,  after  all.  community.advanceweb. 
com/blogs/hx_3/default.aspx 


Rough  Type 

By  Nicholas  Carr 

BLOG  Maybe  you  steamed  over  Carr’s  2004  book.  Does 
IT  Matter?,  which  predicted  the  waning  relevance  of  IT. 
Next  year,  he  has  another  book  coming  out  ( The  Shallows) 
that  investigates  what  the  Internet  may  be  doing  to  our 
brains.  In  the  meantime,  you  can  track  his  thoughts  in 
real  time  on  his  personal  blog,  where  he  explains  why 
constant  communication  could  end  up  being  akin  to  a 
wave  of  all-consuming  information  (a.k.a.  Wave  Hell). 
You  can  also  read  his  thoughts  on  the  Web’s  impact  on 
pop  music,  www.roughtype.com 

The  Secret 

What  Great  Leaders  Know-And  Do 


Using  Technology  to  Improve 
Workforce  Collaboration 

What  Matters 

McKinsey  &  Co. 

RESEARCH  Bleary-eyed  at  the  end  of  your  day?  Click 
over  to  this  research  paper,  scroll  down,  and  click  on 
the  large  graphic.  That  leads  to  a  fun,  interactive  presen¬ 
tation  where  you  can  see  how  McKinsey  classifies 
different  kinds  of  workers  and  their  collaboration  needs, 
along  with  the  tools— from  whiteboards  to  wikis— that 
might  help  improve  their  performance.  Great  surfing 
for  your  lunch  break,  whatmatters.mckinseydigital. 
com/internet/using-technology-to-improve-workforce- 
collaboration 


By  Ken  Blanchard  and  Mark  Miller 

BOOK  Looking  for  a  fresh  approach  to  classic  leader¬ 
ship  questions?  Try  this  modern-day  corporate  morality 
tale.  In  it,  Blanchard,  co-author  of  The  One  Minute  Man¬ 
ager,  and  Miller,  vice  president  of  training  and  develop¬ 
ment  at  Chick-fil-A,  describe  the  plight  of  “Debbie,”  the 
worst  manager  in  her  company,  and  what  she  learns 
from  her  CEO  about  what  the  authors  call  “servant  lead¬ 
ership”  and  its  five  essential  concepts. 

Berrett-Koehler  Publishers,  2009,  $19.95 


Compiled  by  Joan  Indiana  Rigdon.  Tell  us  what  you're  reading. 
Go  to  advice.cio.com/the_techie_readingJist  or  write  to 
ietters(g>cio.com, 
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Today’s  business  environment  is  full  of  uncertainty.  Its  become  harder  than 
ever  to  predict  what  will  happen  next.  One  thing  you  shouldn’t  have  to 
question  is  your  network’s  security.  At  Qwest,  we  provide  tailored  network 
security  solutions  designed  to  help  detect  and  prevent  intrusion,  so  you 
can  focus  on  running  your  business  instead  of  worrying  about  its  safety. 
Learn  more  at  qwest.com/business. 


Get  Qwest.  Get  Nimble!” 


Qwest 

BUSINESS 
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Copyright  ©  2009  Qwest.  All  Rights  Reserved. 


The  open,  shared  resource  of  the  cloud  offers  opportunity  for  businesses  everywhere. 
Securing  the  cloud  is  the  #1  challenge  in  adopting  this  new  approach  to  networking. 


On  its  surface,  putting  your  data  “in  the  cloud”  doesn’t  exactly  sound  safe.  The  solution 
thus  far  has  been  to  fall  back  on  the  old  “castle  and  moat”  approach  — protect  the  perimeter 
at  all  costs.  But  this  is  cloud  computing.  The  whole  idea  is  about  letting  people  in— the  data 
flowing  freely  and  efficiently.  So  how  do  you  secure  a  perimeter  that  needs  to  stay  porous? 

Juniper  has  pioneered  a  virtualized  security  services  platform  specifically  designed  for  the 
shared  environment  of  the  cloud.  Rather  than  throwing  up  a  wall,  this  approach  protects 
data  flows  on  an  individual  basis,  on  every  layer.  It’s  a  holistic  and  virtual  solution,  not 
unlike  the  cloud  itself.  The  new  network  is  here  and  it’s  securing  the  cloud. 


TheNewNetworklsHere.com 
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The  Pulse  of  Innovation 

Sharing  data  securely  helps  heart  device  maker  pump  out  ideas  by  kim  s.  n  ash 

Boston  Scientific  wants  to  tear  down  barriers  that  prevent  product  developers  from  accessing 
the  research  that  went  into  its  successful  medical  devices  so  that  they  can  create  new  products  faster. 

But  making  data  too  easily  accessible  could  open  the  way  to  theft  of  information  potentially  worth 
millions  or  billions  of  dollars.  It’s  a  classic  corporate  data  privacy  problem. 

“The  more  info  you  give  knowledge  workers,  the  more  effective  they  can  be  in  creating  a  lot  of 
value  for  the  company,”  says  Boris  Evelson,  a  principal  analyst  at  Forrester.  “This  creates  disclosure 
risks— that  someone’s  going  to  walk  away  with  the  data  and  give  it  to  a  competitor.” 

This  tension  compels  the  $8  billion  company  to  seek  out  software  that  allows  the  broader  engineer¬ 
ing  community  to  share  knowledge  while  managing  access  to  product  development  data,  says  Jude 
Currier,  cardiovascular  knowledge  management  and  innovation  practices  lead  at  Boston  Scientific. 

Active  security  is  the  way  to  address  this  problem,  Currier  says.  That  is,  regularly  monitor  who’s 
accessing  what  and  adjust  permissions  as  business  conditions  change.  ►  ► 
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Open  but  Protected 

Keeping  the  pipeline  of  new  stents,  pacemak¬ 
ers  and  catheters  fresh  is  especially  important 
because  heart-related  items  account  for  80 
percent  of  Boston  Scientific’s  sales. 

Over  the  past  few  years  engineers  have 
been  focused  on  quality  system  improvements, 

Currier  says.  Boston  Scientific  had  inherited 
regulatory  problems  from  acquisitions  it 
made  during  that  time.  Now  that  those  situ¬ 
ations  are  addressed,  the  company  is  ready  to 
reinvigorate  internal  innovation,  he  says. 

Boston  Scientific  is  piloting  Invention 
Machine’s  Goldfire  software,  which,  Currier  says, 
provides  the  right  mix  of  openness  and  security 
for  data.  Before,  Boston  Scientific’s  product  developers  worked  in 
silos  with  limited  access  to  research  by  colleagues  on  different  prod¬ 
uct  lines.  Information  was  so  locked  down  that  even  if  scientists 
found  something  useful  from  a  past  project,  they  often  didn’t  have 
access  to  it.  “We’re  changing  that,”  Currier  says. 

Goldfire  makes  an  automated  workflow  out  of  such  tasks  as 
analyzing  markets  and  milking  a 
company’s  intellectual  property.  It 
combines  internal  company  data 
with  information  from  public 
sources,  such  as  federal  government 
databases.  Researchers  can  use  the 
software  to  find  connections  among 
different  sources,  for  instance  by 
highlighting  similar  ideas.  Engi¬ 
neers  can  use  such  analysis  to  get 

ideas  for  new  products  and  begin  to  study  their  feasibility.  The 
goal  is  to  have  any  engineer  access  any  other’s  research.  “The 
people  in  trenches  can’t  wait  for  [that]  day  to  arrive,”  he  says. 

Although  the  goal  is  more  openness,  not  all  data  stays  open 
forever.  For  example,  as  a  project  gets  closer  to  the  patent  applica¬ 
tion  stage,  access  to  the  data  about  it  is  clipped  to  fewer  people, 
Currier  says. 

He  adds  that  since  installing  Goldfire,  patent  applications  are 
up  compared  to  similar  engineering  groups  that  do  not  use  the 
Goldfire  tool.  “We  have  had  to  educate  [people]  that  we  aren’t 
throwing  security  out  the  window  [but]  making  valuable  knowl¬ 
edge  available  to  the  organization,”  he  says. 

Senior  Editor  Kim  S.  Nash  can  be  reached  at  knash@cio.com.  Follow 
her  on  Twitter:  www.twitter.com/knash99. 


You  Can't  Hear  Them  Online 

Consumer  product  makers  were  asked  to  rate  how  well  they 
collect  and  use  different  sources  of  customer  feedback 
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Types  of  feedback  companies 

are  best  and  worst 

at  collecting  and  using 


1.  Point-of-sale  information 

2.  Feedback  from  in-store  staff 

3.  Direct  response/focus  groups 


1.  Information  from  third-party 
e-commerce  sites 

2.  Data  from  own  e-commerce  sites 

3.  Social  media 


ECONOMIST  INTELLIGENCE  UNIT  SURVEY  OF  84  CONSUMER  GOODS  INDUSTRY  EXECUTIVES 


"We  aren't 
throwing 
security  out 
the  window." 

-Jude  Currier,  cardiovascular 
knowledge  management 
and  innovation  practices 
lead,  Boston  Scientific 
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Say  You  Love 
Your  Vendor 

No  vendor  conference  is  a  success  without 
satisfied  CIOs  on  hand  to  talk  up  the  product. 

Cynics  say  such  arrangements  compromise 
IT  professionals'  integrity.  But  linking  arms 
with  a  vendor  can  provide  lasting  advantages 
in  this  age  of  slashed  budgets,  observers  say. 
The  key  is  to  preserve  your  principles. 

Customer  reference  programs  can  be  as 
basic  as  agreeing  to  appear  on  the  collage  of 
company  brands  found  in  PowerPoint  pre¬ 
sentations,  or  go  as  far  as  providing  a  quote 
for  a  press  release  or  agreeing  to  speak  with 
potential  customers,  says  Ray  Wang,  a  part¬ 
ner  with  the  analyst  firm  Altimeter  Group. 
Serving  as  a  reference  generates  a  variety 
of  benefits-discounts  at  contract  renewal 
time  or  free  passes  to  annual  conferences. 
"[But]  you  really  have  to  believe  in  the  stuff 
to  be  a  reference,"  Wang  says. 

That's  the  philosophy  held  by  Mykolas 
Rambus,  CIO  of  Forbes  Media.  The  com¬ 
pany  goes  to  the  mat  "only  for  our  closest 
strategic  partners,"  Rambus  says.  Even  if 
you  have  a  solid  relationship  with  a  vendor, 
it's  wise  to  proceed  carefully,  particularly 
when  it  involves  a  new  implementation, 
says  Wang.  "The  vendor  may  have  gotten  20 
sales  [out  of  your  endorsement],  but  it's  all 
downside  for  you."  -Chris  Kanaracus 
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The  power  of  server  virtualization. 


Crush  cost  and  complexity  like  a  can. 

With  Citrix®  XenServer,™  you  can  eliminate  unnecessary 


servers  and  the  costs  associated 


with  them.  Instantly. 


And  best  of  all,  tor  free. 


Makes  you  think 


twice  about  complex, 


expensive,  proprietary 


virtualization  alternatives.  XenServer 


puts  more  control  in  your 


hands  than  you’ve  ever  had  before. 


Feel  the  power  of  simplicity. 


Simplicity  is  power.  Citrix. 


CITRIX 


/ 


Citrix.com/SimplicitylsPower 


©  2009  Citrix  Systems.  Inc.  All  rights  reserved.  Simplicity  Is  Power  and  its  stylized  treatment  and  XenServer  are  trademarks  ot  Citrix  Systems,  Inc. 
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Telepresence  for  the  Present 


BY  JOHN  BRANDON 


WHAT  IT  IS  ::  Telepresence  is  a  high-definition  room- 
to-room  video  conferencing  system  marketed  by 
vendors  such  as  Cisco,  Polycom  and  Hewlett-Packard. 

Lawyers  at  DLA  Piper  used  the  technology  to  hammer 
out  the  details  of  a  patent  dispute.  One  legal  team  gath¬ 
ered  in  San  Diego,  another  met  in  Palo  Alto  eight  hours  up 
the  California  coast.  They  spread  documents  out  on  their 
tables,  brewed  coffee  and  chatted  for  several  hours  as  if 
they  were  in  one  room.  The  roll-out,  begun  in  July,  was 
so  successful  that  most  offices  are  now  clamoring  to  add 
the  technology,  says  Donald  Jaycox,  the  DLA  Piper  CIO. 

WHY  THE  HYPE  ::  Telepresence  is  cool  and  futuristic. 
Vendors  often  sell  it  as  an  enterprise-class  silver  bullet  for 
top  executive  concerns— saving  on  travel,  improving  pro¬ 
ductivity  and  enhancing  collaboration.  But  most  vendors 
don’t  release  hard  ROI  data. 

THE  REAL  DEAL  ::  In  many  cases,  telepresence  works 
well  as  a  replacement  for  physical  meetings.  The  interna¬ 
tional  accounting  firm  Deloitte  has  replaced  “thousands” 
of  physical  meetings  with  Polycom  telepresence  and  cut 
travel  costs— important  in  an  economic  downturn  and  as 
part  of  a  corporate  green  initiative,  says  CIO  Larry  Quinlan. 
A  Forrester  Research  report  published  in  February  found 
that  companies  using  telepresence  save  about  20  percent 
on  travel  annually. 

For  most  companies,  though,  video  conferencing  is  more 
about  a  webcam  feed  between  laptops.  A  telepresence  suite 
can  cost  as  much  as  a  row  of  servers  or  a  new  storage  area 
network  array.  Ted  Schadler,  an  analyst  and  vice  president 
with  Forrester,  says  high-priced  telepresence  might  be  jus¬ 
tified  to  connect  large  headquarters’  offices.  But  the  fewer 
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Another  challenge 

has  to  do  with  getting  room-based  telepresence  to  connect 
with  standard  business  video  conferencing  and  laptop 
webcams— so  the  reach  is  limited  in  connecting  groups  of 
employees.  There  is  also  the  issue  of  how  conference  rooms 
must  be  designed  for  telepresence.  “We  had  little  difficulty 
with  implementation,  but  some  trouble  with  room  build¬ 
out  such  as  lighting  hot  spots  and  acoustics,”  says  Jaycox. 
“Telepresence  gives  the  illusion  everyone  is  sitting  around 
the  same  conference  table,  but  things  as  simple  as  having 
a  thermostat  in  one  room  and  not  in  another  can  spoil  the 
experience”  because  people  quickly  realize  the  other  loca¬ 
tion  looks  different. 


SHOULD  YOU  invest?  ::  If  you  can  afford  it  and  you'll 
use  it  a  lot.  DLA  Piper  spent  60  percent  of  its  deployment 
costs  on  the  equipment,  30  percent  on  room-readiness, 
and  10  percent  on  installation.  Jeff  Steinhorn,  the  CIO  at 
Hess,  has  implemented  telepresence  in  four  global  loca¬ 
tions.  But  he  says  the  technology  should  fit  the  need: 
webcams  for  quick  chats,  telepresence  for  important 
meetings  with  senior  executives.  He  is  watching  the 
market  as  the  low-end  improves  and  the  high-end  gets 
less  expensive.  Getting  the  two  to  connect?  Priceless. 


John  Brandon  is  a  freelance  writer  based  in  Minnesota. 
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Microsoft’ 


TH1  BIST 
WlMBiWS  EVER. 


£<ln  facials  economy  it’s  all  abo^f  saving 
money?  and  saving  money  means  being 
efficient.  When  if  comes  fo  W) indovos®  ^ 
being  efficient  means  having  great 
performance ?  reliability ,  security, 
and  pobjer  management,  find  all  of 
those  areas  have  been  taken  fo  the 
next  level  in  this  release  fo  make  if 
the  best  Windows  ever.” 


Check  out  all  the  new  features  of  Windows  7  at 
itseverybodysbusiness.com/windows7 


Because  it's  everybody's 


business 


msm  A  Balanced  Portfolio 


Financial  Industry  Regulatory  Authority  EVP  and  CIO  Marty  Colburn  weighs 
the  risk  and  return  on  technology  innovation  to  advance  business  goals 
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CHARLIE  FELD:  As  the  private- 
sector  regulator  of  securities 
brokers  and  dealers,  how  have 
you  responded  to  what's  hap¬ 
pened  on  Wall  Street? 

MARTY  COLBURN:  We  write  and 
enforce  securities  rules,  and  we  reg¬ 
ulate  equity  and  fixed-income  mar¬ 
kets.  What  you  see  is  a  very  dynamic 
environment,  to  say  the  least.  Our 
market  volumes  have  increased  dra¬ 
matically.  Having  systems  that  can 
keep  up  is  critical. 


IT  takes  a  product  management 
view  very  similar  to  what  you  would 
see  in  a  technology  company.  We 
have  product  managers  that  sit 
in  our  business.  Just  as  a  product 
manager  in  a  tech  company  would 
aggregate  requirements  with 
marketing  and  figure  out  what 
products  you  take  to  market,  they 
aggregate  requirements  from  the 
business  working  with  technology 
and  figure  out  what  enhancements 
to  the  portfolio  or  new  technologies 


you'd  bring  to  bear  as  business 
problems  change. 

We  don't  like  to  deploy  emerg¬ 
ing  technologies  too  early;  there's  a 
potential  cost  to  support  them.  But 
where  we  know  we  have  a  business 
problem  and  we  need  to  adopt  some 
technologies  that  aren't  necessarily 
available  in  a  mature  state,  we  have 
to  invest  and  get  those  to  a  very 
good  state  quickly. 

For  example,  in  the  past  few 
years,  we've  spent  a  lot  of  time 
investing  in  data  warehouse  appli¬ 
ances  to  be  able  to  process  enor¬ 
mous  amounts  of  data  that  flow 
through  our  analytical  engines.  This 
was  an  innovative  technology  in 
2005  when  we  adopted  it. 

We've  been  looking  at  cloud 
computing;  we  don't  find  that  to 
be  mature.  Most  cloud  providers 
don't  have  well-defined  views  of 
their  architecture  layers.  Essen¬ 
tially,  external  clouds  are  treated 
as  a  black  box  of  services.  We're 
concerned  about  reliability,  avail¬ 
ability,  serviceability  and  security.  As 
state  data-privacy  laws  continue  to 
require  more  investment  in  security, 
we  believe  cloud  providers  will  need 
to  demonstrate  these  protections 
are  in  place  for  consumers.  Thus, 
we've  adopted  internal  clouds  that 
we  can  manage  and  control. 

How  do  you  cope  with  continu¬ 
ous  regulatory  change? 

I  think  you  have  to  have  very  good 


business  and  technology  alignment. 
Most  companies  that  are  waiting 
and  reacting  to  changes  don't  have 
great  alignment.  As  business  con¬ 
versations  are  happening,  my  team 
and  I  are  included  in  meetings  as  to 
how  they  may  take  shape  and  how 
they're  going  to  affect  us. 

We  have  18-month  road  maps 
that  lay  out  everything  we  believe 
we  need  to  do  based  on  changes  to 
the  business  and  compliance.  We 
have  a  very  good  pipeline  of  work 
that  can  be  adjusted  based  on  busi¬ 
ness  priorities. 

What  is  the  ability  of  your 
members  to  consume  these 
changes? 

We  have  an  industry  technology 
advisory  council  that  gives  feedback 
on  our  technology  strategies  and 
the  affect  of  our  rules  and  technol¬ 
ogy  on  them.  We  have  a  constant 
dialogue  with  the  technologists 
in  the  industry,  comprised  of  both 
small,  medium  and  large  firms,  to 
give  me  good  feedback  on  where  we 
should  be  making  adjustments. 

It's  my  sense  that  firms  are  start¬ 
ing  to  invest  heavily  in  risk  manage¬ 
ment,  and  I  think  that's  a  good  thing. 
Risk  management  is  one  component 
of  compliance. 


A  member  of  the  CIO  Hall  of  Fame,  Charlie 
Feld  retired  from  HP  in  2008.  Read  an 
expanded  version  of  this  article  at  www, 
cio.  com/507665. 
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Introducing  Xerox  ColorQube,  color  prints 
are  now  62%  cheaper. 

The  new  Xerox  ColorQube™  multifunction  printer  cuts  the  cost  of  color  prints  by  up  to  62%  compared  to  traditional  color  lasers, 
without  compromising  on  quality.  And  with  Xerox  unique  cartridge-free  Solid  Ink  technology,  it’s  not  only  easy  to  use,  but  also 
reduces  waste  by  90%.  What’s  more,  this  high-performance  line  of  MFPs  can  handle  the  busiest  work  environments. 

So  now  you  can  print  in  color  without  going  into  the  red. 

1  -800-ASK-XEROX 
FinallyColorIsLess.com 


Ready  For  Real  Business 


xerox  0 
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You  want  the  iPhone 
Now  it’s  possible. 
Good  for  Enterprise: 


Protect.  Connect.  Collaborate. 

The  iPhone  has  redefined  the  mobile  landscape  for  business,  and  with  Good  for  Enterprise,  this  game 
changing  device  is  now  a  secure  option  for  your  enterprise.  You  can  finally  connect  and  collaborate  on 
the  device  you  want  and  IT  will  be  able  to  manage  and  protect  your  company’s  most  confidential  data. 
Want  iPhone?  It’s  all  Good.  Visit  us  online  at  or  call  1  -866-7-BE-GOOD. 


c  2009  Good  Technology.  The  Good  logo  and  Good 


for  Enterprise  are  trademarks  of  Good  Technology,  Inc.  iPhone  is  a  trademark  of  Apple  Inc.,  registered  in  the  U.S.  and  other  countries.  All  rights  reserved. 
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leadership  and 
operational  excellence 


Olympic  Effort 

Tech  rehearsals  condition  IT  operations  for  the  2010 
Vancouver  Games  by  kristin  burnham 

Quality  assurance  and  testing  often  get  short  shrift,  but  deploying  systems  without  putting  them 
through  their  paces  can  result  in  embarrassing  and  costly  failures.  Ward  Chapin,  CIO  of  the  2010 
Vancouver  Winter  Olympics,  wants  flawless  performance  when  the  Games  begin  on  February  28. 

He’s  confident  that  the  systems  and  networks  he’s  putting  in  place  will  run  smoothly,  thanks  to 
rigorous  testing  and  simulation  procedures.  “We’re  not  only  testing  our  infrastructure  and  systems, 
but  we’re  also  testing  and  training  our  people,”  Chapin  says.  This  comprehensive  approach  enables 
the  Vancouver  IT  team  to  execute  perfectly,  adds  Magnus  Alvarsson,  chief  integrator  with  Atos 
Origin,  the  information  technology  partner  for  the  2010  Olympic  Games  and  the  worldwide  IT 
partner  of  the  International  Olympic  Commitee  (IOC)  2000. 

Lack  of  time  and  funding  make  quality  assurance  difficult  for  businesses  to  prioritize,  accord¬ 
ing  to  Forrester  analyst  Margo  Visitacion.  The  secret  to  successful  QA,  Visitacion  says,  is  »•  ► 
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►  Olympics  Continued  from  Page  19 


“baking  in  quality”  throughout  a  project’s  lifecycle,  rather 
than  leaving  it  as  an  extra  step  at  the  end.  “If  you  think  you’re 
saving  a  few  dollars  today  by  cutting  out  the  testing  portion, 
it’s  going  to  wind  up  costing  you  more  when  you  realize  it 
needs  to  be  fixed  when  you’re  in  production,”  she  says. 

Test,  and  Test  Again 

Prior  to  the  games,  Chapin’s  team  performs  two  technical 
rehearsals.  The  first,  completed  in  October,  was  designed 
to  assess  how  technical  failures  are  detected,  analyzed  and 
rectified  by  the  staff,  and  to  practice  processes  and  proce¬ 
dures.  “At  this  point,  we’re  pretty  sure  that  all  the  systems 
are  working  because  we’ve  spent  a  lot  of  time  with  sys¬ 
tems  and  disaster  recovery  tests,”  Alvarsson  says.  Testing 
disaster  recovery  procedures  as  part  of  QA  is  not  just  a  best 
practice,  Chapin  says,  it’s  “an  essential  practice.” 

The  technical  rehearsals  are  held  in  the  Technology 
Operations  Center  in  Vancouver,  a  5,000-square-foot 
facility  that  Chapin  compares  to  a  NASA  command  cen¬ 
ter,  complete  with  “huge  screens”  and  130  desks.  Ward’s 
testing  team— which  included  220  staff  members  from  the 
Vancouver  Organizing  Committee,  the  IOC  and  the  eight 
Olympic-sponsors  and  partners— replicated  three  of  the 
busiest  days  of  the  Olympic  Winter  Games. 


WINDOWS  7  DEPLOYMENT 


During  the  test,  Olympic  races  and  events  were  simu¬ 
lated  at  four  venues.  Each  venue  was  staffed  to  operate 
as  they  will  when  the  games  are  live.  The  300  scenarios 
tested  included  the  timing  and  scoring  systems  as  well 
as  the  systems  used  to  send  sporting  results  to  the  Inter¬ 
net,  press  agencies  and  broadcasters.  They  also  tested  the 
games  management  systems,  including  the  accommoda¬ 
tion  system  (for  managing  the  Athletes  Village)  and  the 
accreditation  system  (which  tracks  entrance  credentials  for 
over 100,000  media,  workforce,  volunteers  and  sponsors). 
Few  problems  were  detected,  which  Chapin  attributes  to 
the  “thousands  of  hours  of  testing”  that  they  performed 
prior  to  the  first  technical  rehearsal. 

The  second  technical  rehearsal  is  scheduled  for  this 
month,  when  the  tests  run  in  October  will  be  repeated  and 
many  additional  scenarios  will  be  added,  this  time  at  most 
of  the  15  venues,  not  just  four.  “These  weeks  can  be  stress¬ 
ful  for  the  staff,  but  it  allows  them  to  practice  their  roles 
and  gain  confidence  for  the  real  thing,”  says  Chapin.  And 
to  keep  the  focus  of  the  games  where  it  should  be— on  the 
performance  of  athletes,  not  infrastructure. 


Reach  CIO.com  Staff  Writer  Kristin  Burnham  at  kburnham@cio. 
com.  Follow  her  on  Twitter:  www.twitter.com/kmburnham. 


to  Know 

By  David  F.  Carr 


START  NOW.  Partic¬ 
ularly  if  you  skipped 
Vista,  you  need  to 
start  testing  applica¬ 
tions  for  compatibil¬ 
ity  with  Windows  7. 
Microsoft  says  it  will 
discontinue  support 
for  Windows  XP  in 
April  2014.  Gartner 
predicts  that  many 
application  vendors 
will  drop  support  for 
XP  versions  by  2012. 
"Application  support 
is  the  biggest  prob¬ 
lem  to  be  concerned 
with,"  says  Gartner 
analyst  Michael 
Silver,  even  with 
some  browser  appli¬ 
cations:  Windows  7 
forces  an  upgrade  to 
Internet  Explorer  8. 


IT'S  A  SMALL  STEP. 
While  critics  have 
likened  Windows 
7  to  an  overgrown 
service  pack.  City 
of  Miami  Assistant 
Director  of  Informa¬ 
tion  Technology 
James  Osteen  ]r. 
sees  that  as  a  good 
thing.  "It's  not  a  total 
rewrite.  It's  really 
a  more  advanced 
version  of  Vista,"  he 
says.  So  he  hasn't 
felt  the  need  to  wait 
before  starting  an 
aggressive  deploy¬ 
ment.  "This  OS  has 
been  rock  solid  since 
beta  1  in  January," 
Osteen  says. 


AND  A  GIANT  LEAP. 

Windows  7  improves 
performance,  reli¬ 
ability  and  ease  of 
use.  Users  tend  to 
be  most  excited  by 
basic  things  like  the 
speed  with  which 
Windows  7  loads, 
sleeps  and  wakes 
compared  to  earlier 
versions.  Silver  says. 
But  enterprises  will 
value  other  features, 
suchasBitlocker 
encryption  of  hard 
drives  and  portable 
media.  The  city  of 
Miami  is  projecting 
savings  from  better 
power  management 
and  user  interface 
improvements  that 
will  lower  support 
costs. 
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NOT  EVERYONE  IS 
CONVINCED.  Allan 
Hackney,  CIO  at 
John  Hancock,  says 
operating  system 
upgrades  rank  low 
when  it  comes  to 
delivering  business 
value.  He  took  eight 
years  to  roll  out 
Windows  XP.  "Our 
deployment  of  Win7 
can  be  the  next  guy's 
problem  in  2017," 
he  says,  only  half- 
facetiously.  Silver 
notes  that  some 
companies  may  wish 
to  wait  until  key 
vendors  deliver  Win¬ 
dows  7  supported 
versions  of  their 
products.  SAP's  Win¬ 
dows  7  client  won't 
be  available  until 
spring. 


USERS  MAY  PULL 
FOR  IT.  Silver  recom¬ 
mends  deploying 
Windows  7  as  part 
of  the  normal  PC 
refresh  cycle,  but  he 
also  expects  some 
Vista  users  to  clamor 
for  an  upgrade. 
Osteen  says  Miami 
is  doing  in-place 
upgrades  for  the 
first  time  because 
of  end  user  demand, 
rather  than  deploy¬ 
ing  the  new  operat¬ 
ing  system  only  on 
new  PCs.  Soon  after 
the  first  desktop 
support  and  help 
desk  personnel  were 
given  the  beta,  he 
says,  others  started 
asking,  "when  do  I 
get  to  install  this?" 
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Document  and  Data  Capture 

How  companies  plug  nonelectronic  information  into 
an  electronic  infrastructure. 


Anthony  Macciola,  cto,  kofax. 

Anthony  Macciola  joined  Kofax  in  1990.  Over  his  tenure,  Macciola  has  been  respon¬ 
sible  for  product  management,  corporate  marketing  and  engineering  and  research.  He 
currently  holds  the  chief  technology  officer  position  at  Kofax.  As  a  visionary,  Macciola 
has  been  responsible  for  several  successful  products,  including  Kofax  VirtualReScan 
(VRS)  hardware  and  software  offerings.  He  represents  more  than  25  years  of  experi¬ 
ence  in  the  document  imaging  industry  and  has  extensive  experience  in  the  areas  of 
software,  hardware  and  algorithm  development. 


What  are  the  key  catalysts  driving 
document  and  data  capture? 

The  key  catalyst  is  the  mature  electronic 
infrastructure.  Information  of  any  con¬ 
sequence  is  electronic  and  searchable;  a 
hard-copy  document  is  simply  removed 
from  visibility— that  is  why  “data  entry”  is 
a  job  unto  itself. 

A  second  catalyst  is  the  real-time  nature 
of  business,  as  evidenced  by  cell  phones 
and  e-mail.  Do  any  of  us  check  our  e- 
mail  or  phone  messages  once  a  day?  No, 
because  real-time  information  improves 
our  decisions.  So  the  need  becomes  to 
make  the  leap  from  a  paper  document  to 
electronic  data  immediately 

What  is  the  difference  between  docu¬ 
ment  capture  and  data  capture? 

We  call  the  combination  “enterprise 
capture,”  but  the  difference  is  in  how  you 
use  a  document:  Do  you  use  its  informa¬ 


as  termite  inspections  or  deeds— where 
archiving  is  sufficient.  Most  companies 
need  both  capabilities. 

How  did  enterprise  capture  evolve? 

Document  capture  evolved  wher¬ 
ever  there  were  high  volumes  of  paper 
documents— HR;  government;  insurance; 
health  care,  with  patient  records;  and  law. 
But  few  people  get  by  with  just  archiving 
now.  Data  capture  is  exploding  in  trans- 
action-heavy  industries  such  as  financial 
services,  with  payables,  receivables  and 
claims  processing.  Transportation  and 
logistics  are  on  the  rise  too;  think  of  all  the 
information  there,  between  proof  of  de¬ 
livery,  waybills  and  customs  documents. 

What  are  the  initial  steps  for  imple¬ 
menting  document  and  data  capture? 

First,  focus.  People  see  a  demo  of  ar¬ 
chiving  or  data  capture  and  immediately 
think  of  20  places  they  can  use  it.  We 


"A  single-source  vendor  dramatically  shortens 
the  developement  time  and  lowers  the  total 
cost  of  ownership.” 


tion  in  a  business  process?  That  requires 
data  capture,  at  the  beginning  of  the 
process.  Do  you  just  need  to  see  or  retain 
its  information?  That  requires  document 
capture— archiving,  usually  at  the  end 
of  the  process.  Think  of  applying  for  a 
mortgage.  There’s  information  under¬ 
writers  use  in  calculations— such  as  cred¬ 
it  scores,  income  and  debt  ratios— and 
information  they  just  need  to  see— such 


help  our  customers  perform  triage— to 
clearly  map  the  entry,  content  and  flow  of 
documents— and  to  look  for  touchpoints: 
which  documents  are  high-touch,  needed 
by  a  lot  of  people?  Those  documents 
should  be  captured. 

Hasn't  this  technology  existed  for 
some  time? 

Not  in  one  application.  Very  few  ven¬ 


dors  do  both  archiving  and  data  capture 
well.  You  can  cobble  them  together  from 
two  vendors,  with  maybe  middleware 
from  a  third,  but  you  won’t  see  ROI  for 
years,  if  at  all.  Dealing  with  a  single¬ 
source  vendor  dramatically  shortens  the 
deployment  time  and  lowers  the  total 
cost  of  ownership. 

is  enterprise  capture  a  convenience,  or 
is  there  real  ROI? 

There’s  significant  ROI.  Even  in  a  down 
economy,  enterprises  are  finding  pro¬ 
ductivity  gains  north  of  50  percent— and 
100  percent  ROI  in  under  a  year.  One 
of  our  customers,  a  cable  company,  will 
capture  and  extract  data  from  more  than 
8  million  invoices  and  expense  reports 
annually;  that’s  8  million  documents 
that  data  entry  people  won’t  have  to 
process.  In  one  extreme  case,  a  mortgage 
processing  deployment,  a  company 
went  from  1,200  people  in  data  capture 
down  to  200.  Between  staffing  and  pro¬ 
ductivity,  it  saved  that  customer  almost 
$2  million  a  year. 


FOR  MORE  INFORMATION: 

Check  out  the  whitepaper  "The  Business 
Case  For  Automating  Document  Driven 
Business  Processes"  at  www.cio.com/ 
whitepapers/kofax/data 
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Bluefly's  Bug  Zapper 

A  tool  forfinding  website  glitches  makes  more  sales 
forthe  online  clothing  retailer  by  cindy  waxer 


emember  that  job  interview  you  thought  you  nailed, 
but  you  never  received  a  call-back?  Imagine  being  able 
to  pinpoint  where  things  went  awry  by  replaying  every 
second  of  your  encounter.  That’s  the  kind  of  forensics 
work  that  online  retailer  Bluefly  performs  using  cus¬ 
tomer  experience  monitoring  software  from  Tealeaf. 

The  Web-based  tool  acts  as  a  camera  perched  over 
a  customer’s  shoulder,  recording  what  each  one  does 
and  sees.  By  combining  this  data  in  a  single  repository, 
lluefly  has,  during  the  past  three  years,  discovered 
bugs  that  were  costing  it  millions  of  dollars  in  lost  sales. 

The  company  first  tested  Tealeaf  CX  in  2006.  For  months,  the  company  had  no 
idea  that  a  technical  glitch  was  prompting  many  of  its  customers  to  abandon  their 


how  it 

adds  up 

Bluefly 

New  York,  NY 
Founded  in  1998,  Bluefly  is  a  $96 
million  online  retailer  of  clothing, 
shoes  and  accessories  from  top 
European  and  American  designers. 

Tool  Used:  Tealeaf  cxlmpact  for  cap¬ 
turing  and  replaying  customer  sessions; 
Tealeaf  cxView  for  its  reporting  capabili¬ 
ties.  Both  modules  are  supported  by  the 
software  platform  Tealeaf  CX. 


shopping  carts— or  that  the  majority  of  them  had  opted  to  pay  with  Bill  Me  Later, 


which  lets  customers  defer  payment  for  90  days.  A  random  replay  of  customer 
sessions  captured  by  Tealeaf  revealed  that  error  messages  weren’t  being  displayed 
properly  when  a  customer  declined  to  accept  Bill  Me  Later’s  terms  and  conditions, 
thereby  preventing  them  from  completing  their  transactions.  Armed  with  this  infor¬ 
mation,  Bluefly  was  able  to  resolve  the  issue  quickly,  halting  the  loss  of  hundreds  of 
intended  buyers  and  thousands  of  dollars  in  potential  revenue  per  day. 

“When  we  fixed  that  bug,  we  saw  a  43  percent  increase  in  Bill  Me  Later  purchases 


Time  Frame:  Following  a  one-week  trial, 
Bluefly  purchased  the  Tealeaf  system  in 
May  2006;  it  took  less  than  a  month  to 
fully  deploy.  Today,  six  employees  access 
the  system  including  Web  producers  and 
quality  assurance  analysts. 

AVOID  DATA  GLUT 

Bluefly  runs  a  host  of  customer 
behavior  and  website  monitor- 


within  the  first  month,”  says  Matt  Raines,  Bluefly’s  vice  president  of  technology. 

In  today’s  highly  competitive  online  marketplace,  companies  that  fail  to  record 
customers’  interactions  risk  losing  business,  says  Susan  Aldrich,  an  analyst  with 
the  Patricia  Seybold  Group.  Customer  experience  monitoring  tools  from  companies 
such  as  Tealeaf,  Coradiant  and  Foglight  can  help  by  enabling  companies  to  identify 
the  root  causes  of  everything  from  aborted  transactions  to  sparse  shopping  carts. 


ing  tools  in  addition  to  Tealeaf, 
including  Business  Objects,  Core 
Metrics  and  Google  Analytics.  To 
avoid  information  overload,  each 
tool  is  assigned  to  particular  tasks. 
For  example.  Business  Objects 
quantifies  customer  returns  while 
Tealeaf  examines  user  sessions. 


“When  times  are  really  good,  you  can  spill  a  lot  of  money  over  the  side,”  observes 
Aldrich.  “But  in  2009,  nobody  can  afford  to  let  their  money  leak  away.” 

In  August  2008,  Tealeaf ’s  sleuthing  revealed  another  smoking  gun  for  Bluefly: 
International  customers  couldn’t  get  through  guest  checkout  when  entering  differ¬ 
ent  billing  and  shipping  information.  Within  a  month  of  fixing  the  bug,  Raines  says 
revenue  from  international  guest  checkouts  increased  10  percent,  or  $1.1  million  in 
annualized  sales. 

While  logging  customers’  online  experiences  can  salvage  sales,  storing  all  this 
data  is  cumbersome.  Bluefly  opted  to  archive  all  of  its  customer  traffic  for  a  maxi¬ 
mum  of  three  weeks— all  the  storage  capacity  the  company  can  spare  without  having 
to  invest  in  additional  servers.  According  to  Raines,  it’s  a  small  trade-off  for  taking 
the  mystery  out  of  abandoned  shopping  carts. 


Cindy  Waxer  is  a  freelance  writer  based  in  Canada. 


CONSIDER  CUSTOMER  SECURITY 

Convincing  senior  management 
that  monitoring  confidential 
customer  transactions  won't  give 
way  to  security  breaches  can  be  a 
tough  sell.  You  can  build  a  finan¬ 
cial  case  for  customer  experience 
monitoring  tools,  but  be  sure  your 
pitch  includes  an  explanation  of 
your  chosen  software's  security 
features  (for  instance,  most  pack¬ 
ages  include  filters  to  strip  data  of 
passwords  and  credit  card  num¬ 
bers).  Integrating  these  tools  with 
Windows  Active  Directory  requires 
the  help  desk  to  assign  individuals 
to  the  proper  user  group  in  order 
to  grant  them  access. 
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THINK  CONVENTIONAL  SECURITY  CAN  PROTECT  YOUR  VIRTUAL  ENVIRONMENT? 


THINK  AGAIN. 


Enterprises  around  the  world  are  relying  on  virtualization  to  increase  data  center  efficiency  and,  unknowingly, 
leaving  themselves  more  vulnerable.  That's  because  conventional  security  isn't  able  to  protect  virtual  machines 
or  see  the  traffic  between  them  -  leaving  data  and  networks  exposed.  Which  is  why,  according  to  Gartner  Group, 
in  2009  sixty  percent  of  virtual  machines  are  less  secure  than  their  physical  counterparts.  But  with  Trend  Micro 
Enterprise  Security,  powered  by  the  Trend  Micro™  Smart  Protection  Network™  infrastructure,  you  can  mitigate 
the  risk  and  maximize  the  benefits  of  virtualization.  It's  a  different  kind  of  security  that  protects  your  physical 
and  virtualized  environments  and  helps  set  the  foundation  for  your  company  to  move  confidently  into  the  cloud. 


►  Learn  how  to  protect  your  virtualized  data  center.  Download 
the  Trend  Micro  eBook  at  trendmicro.com/thinkagain 


t)  2009  Trend  Micro  loc.  All  rights  reserved.  Trend  Micro  and  the  t-ball  logo  are  trademarks  or  registered  trademarks  of  Trend  Micro  Inc.  All  other  company  and/or  product  names  may  be  trademarks  or  registered 
trademarks  ol  their  owners  -Per  Gartner CroupYce  President Neil  MacDonald^  quotedirr^daughliniHaurianner^How  to  Find  and  fix  10  Real  Security  Threats  on  Your  Virtual  Servers,"  CIO  Magazine,  14  November  2007, 
www.cio.com/article/print/154950  -  -Per  Gartner  Group  Vice  President  Neil  MacDonald,  J^oted  in:  “Gartner:  Rush  to  Virtualization  Can  Weaken  Security^  On-Demand  Enterprise,  09  April  2007, 
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70  companies  launched  and  pitched  their  products  at  the  most 
recent  DEMOfall  09  conference.  The  DEMO  attendee  audience 
of  venture  capitalists,  corporate  business  development  officers 
and  press  evaluated  all  demonstrator  launches  and  the  overall 
value  proposition  of  each  company  to  determine  the  DEMO 
People's  Choice  Award  winners. 


ADVERTISING  SUPPLEMENT 


Making  Mobility 
Your  Business  Advantage 


From  the  CEO  to  members  of  the  sales  team,  today's  workforce  needs  access 
to  critical  data  and  business  applications  anytime,  anywhere,  to  keep  up  with  a 
fast-paced  business  environment.  Solution:  An  Integrated  Mobile  Strategy 


CIO 


BlackBerry 


Custom  Solutions  Group 


ADVERTISING  SUPPLEMENT 


The  Enterprise  and  Mobility: 
An  Integrated  Pair 


A  CEO  in  Europe 
wants  access 
to  some  critical 
information  during 
a  meeting  with  a 
key  client.  He  takes 
out  his  BlackBerry® 
smartphone-and 
has  the  data  at  his 
fingertips  in  seconds. 

Jeff  McDowell  During  a  routine 

sales  call,  a  business 
development  manager  looks  up  product  information  for 
his  customer  on  his  BlackBerry  smartphone  and  actions 
the  sale  on  the  spot. 

As  mobile  workforces  grow,  the  demands  on  IT 
executives  to  provide  the  tools  that  allow  employees 
to  have  access  to  key  organizational  data  anytime, 
anywhere  is  growing  as  well.  Add  to  that  today's 
business  environment,  which  moves  at  breakneck 
speed,  and  more  CIOs  are  incorporating  a  mobile 
strategy  into  their  IT  infrastructure  plans. 

According  to  Forrester  Research,  providing  more 
mobility  support  to  employees  is  a  top  telecommun¬ 
ications  and  IT  initiative  of  today's  enterprises.  In 
addition,  Forrester  states  that  nearly  half  of  enterprises 
say  that  formalizing  and  executing  on  a  mobile  strategy 
(one  which  contains  architectural  frameworks  for 
mobility)  is  a  priority. 

That's  not  too  surprising,  given  the  boosts  in  pro¬ 
ductivity  that  our  customers  tell  us  about.  In  fact,  many 
executives  are  including  mobility  as  part  of  their  overall 
IT  planning  processes. 

We  see  companies  rolling  out  mobile  applications 
as  a  seamless  extension  to  BlackBerry  smartphones, 
such  as  the  financial  services  company  that  uses  a 
platform  to  connect  its  mobile  workforce  to  backend 
data.  Employees  can  check  recent  transactions,  access 
market  data,  track  new  leads  and  more-all  from  their 
BlackBerry  smartphones.  They  are  better  prepared  for 


client  meetings,  and  have  the  ability  to  respond  and 
act  on  information  and  tasks  while  out  in  the  field. 

This  is  just  one  example  of  how  enterprises  are 
using  mobile  technology  for  business  advantage. 

In  this  special  supplement  you  will  read  how  our 
System  Integrators  are  working  with  CIOs  to  tackle 
large  mobile  integrations-one  of  our  System  Inte¬ 
grators  is  managing  25,000  BlackBerry  smartphone 
users-including  applications  tailored  to  customers' 
specific  business  and  industry  needs. 

They're  working  on  improving  workflow  efficiencies, 
with  the  ability  to  customize  as  needed.  Our  System  In¬ 
tegrators  understand  howto  manage  an  organization's 
BlackBerry  smartphone  investment  and  email,  to  help 
the  company  achieve  significant  ROI  through  mobilizing 
other  types  of  enterprise  data. 

And  when  it  comes  to  business  applications  for  the 
BlackBerry  smartphone,  there  are  literally  thousands  of 
choices  for  the  enterprise. 

I  invite  you  to  learn  about  the  positive  business 
impact  that  the  BlackBerry  smartphone  platform  can 
have  on  your  company. 

On  the  following  pages  we  are  highlighting  12 
members  of  the  BlackBerry  Alliance  Program.  They 
offer  a  broad  range  of  standard  and  custom-developed 
applications  for  specific  business  and  industry  needs, 
as  well  as  services  that  are  helping  enterprises  improve 
efficiencies  through  mobile  integrations.  You  will  read 
about  their  customer  success  stories,  and  how  our 
alliance  members  are  helping  their  customers  become 
more  agile,  competitive  and  innovative  every  day. 

Mobility  is  a  platform  that  has  moved  far  beyond 
email  and  calendaring.  It  is  not  specific  to  any  industry 
or  any  employee  role.  It  is  clearly  adding  business  value 
to  the  enterprise. 

Read  on  to  see  how  it  can  add  value  to  your  business. 

Jeff  McDowell 

VP  Business  Marketing  &  Alliances, 

Research  In  Motion  (RIM)  Limited 
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For  More 
Information 

Enterprise  CIOs  want  their  mobile  workforce 
to  have  the  tools  for  quick  and  highly  secure 
access  to  information.  That  means  having 
a  mobile  strategy  that  is  going  to  give  your 
organization  a  competitive  edge. 

Learn  more  about  how  mobile  technology 
from  Research  In  Motion  (RIM),  and  members 
of  the  BlackBerry  Alliance  Program  can  make 
your  enterprise  more  agile  and  give  you  a 
business  advantage. 

Contact  us  at:  cio@blackberry.com 
Visit  www.blackberry.com/getthefacts 
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ADVERTISING  SUPPLEMENT 


Mobile^ 

Workplace 

by  3i-consulting.com 


Alon  Raskin 


COMPANY  OVERVIEW: 

3i  Consulting  specializes  in 
mobilizing  SAP®  solutions  with  the 
Mobile  Workplace  platform  solution 
that  extends  business  processes 
to  the  BlackBerry  smartphone.  3i 
Consulting  helps  its  customers 
simplify  IT  systems  and  increase  ROI. 


CEO: 

Alon  Raskin 


INDUSTRY  FOCUS: 
SAP  Solutions 


HEADQUARTERS: 
Portland,  Maine 


FOR  MORE  INFORMATION: 
www.themobileworkplace.com 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 
BlackBerry  Alliance  Select  Member 


CONTACT  INFORMATION: 
email:  info@3i-consulting.com 
phone:  (800)  405-8605 


Taking  the  Enterprise  to  the  Streets 


Enterprise  systems  have  fueled  enormous 
gains  over  the  last  decade.  They've  allowed 
organizations  to  gain  insights  and  under¬ 
standing  that  simply  weren't  possible  in  times 
past.  However,  extending  data  to  the  point  of 
interaction  has  remained  a  challenge.  "Many 


vacation-so  the  approval  would  simply  sit 
for  days  or  a  couple  of  weeks,"  says  Jacques 
McGregor,  Senior  Manager  of  IT  Strategy. 

This  is  no  longer  the  case.  Tesoro 
successfully  conducted  a  pilot  and  recently 
implemented  3i's  Mobile  Workplace 


"...  in  terms  of  value  and  ease  of  implemen¬ 
tation,  Mobile  Workplace  on  the  Blackberry 
smartphone  is  at  the  top  of  the  list." 

Michiei  Espach  C/0,  Tesoro  Corporation 


organizations  struggle  to 
execute  decisions  quickly 
and  effectively,"  explains 
George  Steel,  Vice  President 
of  Sales  for  3i  Gonsulting. 

"More  often  than  not,  the 
bottleneck  occurs  because 
workflow,  documents  and 
files  are  not  accessible  to 
mobile  employees  when 
action  is  required." 

3i  Consulting,  which  helps 
organizations  implement  and 
manage  mobile  solutions  for 
SAP,  streamlines  workflow  and 
business  processes.  3i's  Mobile  Workplace 
platform  is  a  native  SAP  Netweaver 
application  that  extends  functionality  to 
the  BlackBerry  platform  and  provides  an 
intuitive  user  interface.  The  platform  also 
offers  rapid  deployment  and  supports  SAP 
transactions  on  the  BlackBerry  platform. 

Increasing  the  speed  of  the  approval 
process  and  improving  business  results 
ranked  high  on  a  list  of  must-haves  for  San 
Antonio,  Texas-based  Tesoro  Corporation. 
The  Fortune  100  firm  is  an  independent 
refiner  and  marketer  of  petroleum  products. 
In  the  past,  purchase  requisitions  were  often 
delayed  by  the  inability  of  managers  to  be  at 
a  computer  to  view  them.  "People  are  out  of 
the  office — they're  traveling  and  they're  on 


platform  on  the  BlackBerry 
smartphone,  effectively 
redefining  the  approval  process. 
Now,  managers  can  sign  off 
requisitions  on  their  BlackBerry 
smartphones  wherever  they 
are  located.  In  many  instances, 
the  lag  time  has  been  reduced, 
allowing  Tesoro  to  move  faster 
on  various  projects.  "We  run 
hundreds  of  systems  at  Tesoro, 
and  in  terms  of  value  and  ease 
of  implementation,  Mobile 
Workplace  on  the  BlackBerry 
smartphone  is  at  the  top  of  the 
list,"  says  Tesoro  CIO  Michiei  Espach.  "The 
benefits  it  enables  are  efficiencies,  directly 
translating  to  cost  savings.  It  supports  my 
vision  of  boundaryless  systems  and  allows 
decision  makers  to  work  where  they  are,  not 
requiring  them  to  be  at  their  desk." 

Tesoro  plans  to  roll  out  other  mobile 
approval  processes  in  the  coming  months 
and  expand  the  overall  use  of  3i's  Mobile 
Workforce  platform,  integrated  with  SAP 
and  BlackBerry  smartphones. 

"The  ability  for  employees  to  execute 
approvals  on  the  spot  using  BlackBerry 
smartphones  is  a  huge  advantage," 
McGregor  points  out.  "It  has  produced 
some  very  real  productivity  gains  and  ROI 
that  we  can  measure." 
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Connecting  Mobility  to 
Better  Performance 


One  of  the  challenges  of  today's  mobile 
environment  is  designing  solutions  that 
seamlessly  manage  tasks  and  workflow 
across  disparate  products  and  services. 
Affiliated  Computer  Services,  Inc.  (NYSE: 
ACS)  helps  guide  organizations  through 
the  chaos  with  managed  mobility  solutions 
that  span  the  mobility  lifecycle  of  strategy, 
carrier  negotiation,  purchasing,  expense 
management,  deployment,  customer  care 
support  and  additional  custom  applications 
that  support  the  enterprise  processes.  As 
a  global  leader  in  IT  and  business  process 
outsourcing,  ACS  is  a  source  for  managing 


infrastructure  and  BlackBerry  platform  and 
other  mobile  deployments  for  many  Fortune 
100  firms. 

"Organizations  can  achieve  tremendous 
synergy  and  savings  when  a  single  vendor 
addresses  mobility  management  processes," 
notes  Chris  Tranquill,  Managing  Director 
for  Communications  and  Consumer  Goods 
at  ACS. 

Indeed,  the  strategic  relationship 
between  ACS  Managed  Mobile  Services, 
applications  for  business  and  the  BlackBerry 
platform  helps  provide  clients  with  a  mobile 
solution  that  can  improve  functionality  and 
overall  efficiency.  As  a  strategic  solution 
integrator  using  BlackBerry  smartphones 
as  the  cornerstone  of  deployment,  ACS' 
approach  increases  productivity  and 


reduces  overall  communication  expenses. 

It's  an  approach  that  appeals  to  a 
growing  number  of  companies.  One 
global  sports  clothing  manufacturer  with 
6,600  BlackBerry  smartphones  deployed 
had  wireless  expenditures  exceeding 
$9  million  annually.  An  ACS  managed 
mobility  solution  using  the  BlackBerry 
platform  helped  the  company  centralize 
procurement,  slash  infrastructure  costs, 
trim  overall  mobility  expenses,  and  boost 
availability  and  performance  for  the 
Americas,  Asia  and  EMEA.  With  a  remote 
infrastructure  management  solution  as 


well  as  ACS  Managed  Mobility  Services, 
the  firm  standardized  builds  and  policies, 
implemented  remote  device  management, 
and  automated  patching  and  migration. 

Through  the  pooling  of  resources  and 
greater  optimization,  the  ACS  solution 
helped  save  the  company  about  $420,000, 
reduce  staff  by  30  percent  and  decrease 
the  impact  on  help  desk  complaints  by 
more  than  25  percent.  Says  Tranquill: 
"Huge  benefits  derive  from  managing  a 
mobile  infrastructure  effectively."  ACS 
continues  to  work  with  the  manufacturer 
to  help  determine  the  best  applications 
that  could  be  a  factor  in  driving  further 
process  and  employee  productivity,  while 
continuing  to  reduce  and  manage  the 
telecom  expenses. 


Lynn  R.  Blodgett 


COMPANY  OVERVIEW: 

ACS  is  a  global  leader  in  business 
process  and  information  technology 
services.  The  $6.5  billion  Fortune  500 
company,  with  76,000  professionals, 
develops  and  provides  managed 
mobility  solutions  that  address 
the  entire  lifecycle  of  BlackBerry 
smartphones. 


PRESIDENT,  CEO  AND  DIRECTOR: 
Lynn  R.  Blodgett 


INDUSTRY  FOCUS: 

Systems  Integration  and  Mobilization 
of  Enterprise  Applications 


HEADQUARTERS: 
Dallas,  Texas 


FOR  MORE  INFORMATION: 
www.acs-inc.com 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 
BlackBerry  Alliance  Select  Member 


CONTACT  INFORMATION: 
email:  brent.rasmussen@acs-inc.com 
phone:  (801)318-8251 


"Organizations  can  achieve 
tremendous  synergy  and  savings 
when  a  single  vendor  addresses 
mobility  management  processes." 

Chris  Tranquill  Managing  Director  for  Communications  and 
Consumer  Goods,  ACS 
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Jfc  ANTENNA 


SOFTWARE 


Jim  Hemmer 


COMPANY  OVERVIEW: 

The  Antenna  Mobility  Platform  (AMP) 
is  the  industry's  premier  architecture 
for  designing,  building  and  deploying 
dynamic  mobile  applications  across 
an  enterprise.  AMP  provides  pre¬ 
built  mobile  applications  and  delivers 
them  on-demand  through  hosted 
and  managed  services. 


CEO  AND  PRESIDENT: 
Jim  Hemmer 


INDUSTRY  FOCUS: 

Field  Force  Automation  (FFA) 


HEADQUARTERS: 

Jersey  City,  New  Jersey 


FOR  MORE  INFORMATION: 

www.antennasoftware.com 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 

BlackBerry  Alliance  Elite  Member 

CONTACT  INFORMATION: 

email:  agarcia@antennasoftware.com 
phone:  (201)217-3830 


Putting  Mobile  Services  to  Work 


Building  and  maintaining  a  mobile 
platform  for  the  enterprise  may  be  new 
territory  for  many  IT  organizations.  There 
are  servers  to  oversee,  bandwidth  to 
manage,  software  to  support,  and  devices 
and  data  to  interconnect.  "CIOs  and  senior 
executives  cannot  afford  to  take  an  ad 


all  without  CIOs  and  other  business 
leaders  relinquishing  control  of  their  IT 
environments.  At  Xerox,  for  example,  AMP 
delivers  CRM  data  to  5,500  of  their  service 
engineers  in  the  field.  Using  BlackBerry 
smartphones  and  other  devices  to  connect 
with  Oracle's  Siebel  CRM,  these  mobile 


"Mobility  is  more  than  a  project.  It's  an 
IT  revolution  that  offers  compelling 
business  value." 

Jim  Hemmer  CEO  and  President,  Antenna  Software 


hoc  approach  to  mobility,"  observes  Jim 
Hemmer,  CEO  and  President  of  Antenna 
Software.  Today,  "mobility  is  more  than 
a  project.  It's  an  IT  revolution  that  offers 
compelling  business  value." 

Antenna  Software's 
end-to-end  hosted  solution, 

Antenna  Mobility  Platform 
(AMP),  maximizes  mobility 
by  supporting  more  than  60 
different  smartphones  and 
devices,  including  BlackBerry 
smartphones.  AMP  delivers 
a  hosted  infrastructure  that 
can  lead  to  cost  savings, 
improved  productivity  and 
faster  response  times.  Telco- 
grade  service  levels  help 
to  address  concerns  over 
performance,  reliability  and 
security-and  AMP  flexibility 
across  mobile  devices  along  with  solutions 
that  address  industry-specific  workflows. 

The  net  result  is  mobility  systems  that 
aim  to  solve  real-world  business  needs- 


employees  can  now  address  customer 
needs  anytime,  anywhere.  As  a  result, 
Xerox  expects  to  exceed  the  5  percent 
productivity  increase  needed  to  fund  the 
technology  investment. 

At  DIRECTV,  AMP 
provides  sales  managers 
with  real-time  dealer  and 
marketing  information. 
Users  have  an  expanded 
view  of  dealer  interactions 
and  the  ability  to  put 
data  in  decision  makers' 
hands  when  it's  needed. 
Using  AMP  on  BlackBerry 
smartphones  will  help 
improve  the  overall  service 
request  process  and  lead 
to  a  variety  of  productivity 
gains.  Says  Hemmer:  "With 
a  mobile  platform  in  place, 
IT  can  effectively  and  incrementally 
deliver  multiple  mobile  applications  to  the 
broadest  range  of  users  and  devices  on  a 
variety  of  networks." 


53  Contacts  (All) 

83  Q  Service  Requests  (All) 
EB  (3  Activities  (All) 

S3  ^  Trunk  Inventory  (All) 
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Antenna  Software's  AMP  Service  application 
on  the  BlackBerry®  Tour™  9630  smartphone 
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Maximizing  Mobile  Productivity 


Achieving  success  in  the  digital  age  is 
increasingly  about  leveraging  connectivity 
and  productivity  for  businesses  with  mobile 
employees  equipped  with  smartphones. 

The  ability  to  access,  manage  and  react  to 
information  from  anywhere,  any  time,  and  in 
a  manner  that  is  most  effective,  can  serve  as 
a  strategic  advantage. 

The  Bayalink  Liberty™  solution  for 
the  BlackBerry  smartphone  helps  to 
increase  productivity  by  enabling  access 


environment,  people  shouldn't  have  to 
do  unnecessary  tasks  to  gain  access  to 
information  already  available  from  their 
BlackBerry  smartphone,"  states  Mark 
Andress,  Cofounder,  President  and  CEO  of 
Bayalink  Solutions  Corp. 

"When  you  have  an  hour  layover  why 
spend  15-20  minutes  searching  for  WiFi®  or 
fiddling  with  an  air  card  or  VPN?"  Andress 
says.  "With  BlackBerry  and  Bayalink  Liberty 
you  just  sit  down  with  your  BlackBerry 


"Bayalink  Liberty  "  brings  desktop-like 
functionality  to  the  BlackBerry  smartphone..." 

Mark  Andress  Cofounder,  President  and  CEO,  Bayalink 


Bayalink  Liberty”  solution  as  illustrated  using  a  BlackBerry®  Bold”  9000  smartphone,  Liberty  USB  key  and  laptop  computer 


to  information  and  applications  on  the 
BlackBerry  smartphone,  and  utilizing  them 
on  a  larger  screen  with  a  conventional 
keyboard  to  help  create  a  functional,  mobile 
computing  environment  while  on  the  go. 

Bayalink's  solution  works  like  a 
hybrid  docking  station  for  the  BlackBerry 
smartphone.  Once  configured,  a  user 
plugs  in  the  Liberty  USB  key  to  launch  the 
handheld  software  which  communicates 
between  the  BlackBerry  smartphone  and 
Liberty  USB  key  via  Bluetooth  technology. 
This  provides  users  with  virtual  access  to 
BlackBerry  applications  such  as  email, 
calendar,  contacts,  phone  and  internet, 
including  remote  enterprise  resources  such 
as  intranets  and  business  applications. 

"In  today's  fast-paced  mobile  business 


smartphone  and  laptop  computer,  and 
get  to  work." 

Bayalink's  partnership  with  RIM  helps 
organizations  free  their  mobile  employees 
from  all  this  complexity  by  offering  a 
smartphone-centric  computing  model  that 
allows  information  to  reside  in  two  places: 
on  a  BlackBerry  smartphone  and  in  the 
data  center. 

"Liberty™  brings  desktop-like 
functionality  to  the  BlackBerry  smartphone 
for  mobile  employees,"  says  Andress. 
Whether  at  the  office,  the  home,  in  the 
field,  at  a  hotel,  at  the  airport,  or  even  in  an 
airplane,  mobile  employees  can  connect  to 
resources  on  their  BlackBerry  smartphone 
and  their  enterprise  data  center  in  a 
uniform  way,  regardless  of  location. 


BAYALINK™ 


Mark  Andress 


COMPANY  OVERVIEW: 

Founded  in  2004,  Bayalink  is 
the  maker  of  Liberty™— a  mobile 
software  solution  for  the  BlackBerry 
smartphone.  With  Liberty,  mobile 
employees  can  enhance  productivity 
by  virtualizing  certain  applications 
of  their  BlackBerry  smartphone  that 
enable  them  to  use  a  large  screen 
and  regular  keyboard  to  interact  with 
their  BlackBerry  applications  while 
away  from  the  office. 


CEO: 

Mark  Andress 


INDUSTRY  FOCUS: 
Productivity  Enhancement 


HEADQUARTERS: 
Waterloo,  Ontario,  Canada 


FOR  MORE  INFORMATION: 
www.bayalink.com/CIO 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 
BlackBerry  Alliance  Select  Member 


CO  NTACT I N  FO  RM  ATI  O  N : 
email:  cio@bayalink.com 
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<bmcsoftware 


BUSINESS  RUNS  ON  IT* 


ero  prise 


Doug  Mueller 


Dan  Turchin 


COMPANY  OVERVIEW: 

Recognized  as  a  leader  in  Business 
Service  Management,  BMC  Software 
helps  IT  organizations  cut  costs, 
reduce  risk  and  drive  business  profit 
Aeroprise  is  one  of  the  leading  mobility 
solutions  for  BMC  Remedy  IT  Service 
Management  (ITSM)  applications. 


CEOs: 

Robert  E.  Beauchamp,  BMC  Software 
Dan  Turchin,  Aeroprise 


INDUSTRY  FOCUS: 

Business  Service  Management 
Mobile  IT  Service  Management 


HEADQUARTERS: 
Houston,  Texas 
Mountain  View,  California 


FOR  MORE  INFORMATION: 
www.bmc.com/aeroprise 


BLACKBERRY  ALLIANCE 
PROCRAM-MEMBER  PROFILE: 
BlackBerry  Alliance  Elite  Member 


CONTACT  INFORMATION: 
email:  info@aeroprise.com 
phone:  (866)  809-9102 


BMC  Software  Puts  the  Power 
of  Mobility  into  the  Field 

It's  no  secret  that  mobility  unlocks  Among  the  many  Fortune  500 

significant  productivity  gains.  But  putting  companies  and  government  agencies  using 
the  right  systems  and  software  into  the  BMC  and  Aeroprise  is  Lennox  International, 

field  are  paramount.  BMC  Software  offers  The  manufacturer  of  heating-and-cooling 

IT  service  management  solutions  that  equipment,  with  plants  in  nearly  a  dozen 

help  streamline  technical  help  desk,  asset  countries,  needed  to  optimize  IT  support 

"With  real-time  information  from  the  field, 
service  organizations  can  make  better 
decisions  and  provide  faster  response  times. 

Dan  Turchin  CEO,  Aeroprise 


management  and  change  management 
services.  Through  its  partnership  with 
Aeroprise,  BMC  mobilizes  these  applications 
to  help  organizations  achieve  efficiency, 
speed  and  accuracy  on  the 
BlackBerry  platform. 

Aeroprise  Mobility  for 
BMC  Remedy  is  designed  to 
extend  the  functionality  of 
the  office  into  the  field  by 
unleashing  the  full  power 
of  BlackBerry  smartphones. 

"Organizations  face 
increasing  pressure  to  do 
more  with  less  and  work 
from  anywhere  at  anytime," 
explains  Doug  Mueller, 

Corporate  Architect  for  BMC 
Software.  Adds  Dan  Turchin, 

Chief  Executive  Officer  for 
Aeroprise,  "The  right  mobility  solutions 
allow  IT  professionals  to  execute  and  update 
tasks  in  the  field  rather  than  return  to  their 
desks  for  new  assignments." 

The  mobile  BMC  Remedy  solution 
provides  integrated  workflows,  role-based 
customization  and  real-time  views  of  the 
underlying  IT  infrastructure. 


and  speed  ticket  resolution.  Using  a  mobile 
BMC  Remedy  Service  Desk  with  BlackBerry 
smartphones,  technicians  can  receive, 
update,  reassign,  search  and  create  trouble 
tickets,  asset  records  and 
change  requests  while  away 
from  the  office. 

Already  in  use  by  most  of 
the  company's  field-based 
IT  service  technicians,  the 
solution  has  helped  pay 
dividends.  Three  months 
after  deploying  Aeroprise 
Mobility  for  BMC  Remedy 
on  BlackBerry  smartphones, 
Lennox  International  increased 
the  uptime  of  revenue¬ 
generating  plants,  improved 
service  performance,  trimmed 
overhead  and  cut  IT  costs.  In 
addition,  Lennox  achieved  a  substantial 
increase  in  resolution  rates  on  IT  issues  tied 
to  customer  service  level  agreements. 

Says  Turchin:  "With  mobile  access 
to  BMC  Remedy  on  the  BlackBerry 
smartphone,  service  organizations  can 
make  better  decisions  and  provide  faster 
response  times." 


BMC  Remedy  ITSM  application  on  the 
.BlackBerry®  Curve"  8520  smartphone 
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ADVERTISING  SUPPLEMENT 


CGI  Powers  Client  Productivity 


The  ubiquity  of  wireless  broadband  has 
created  both  opportunities  and  obstacles 
for  the  modern  enterprise.  At  CGI,  the  focus 
is  on  helping  clients  take  full  advantage  of 
mobile  technology  to  deliver  information 
anytime,  anywhere.  Data  optimization, 
systems  manageability  and  security 
are  all  major  reasons  why  CGI  teams 
with  Research  In  Motion  (RIM)  and  its 
BlackBerry  platform. 

"RIM  provides  a  solid  environment 
for  mobile  applications  and  services," 
says  Normand  Paradis,  Senior  Vice 
President  of  Global  Marketing  at  GGI.  The 


IT  services  firm  works  with  governments 
and  businesses  across  a  wide  range  of 
industries  to  match  mobility  applications 
and  systems  with  specific  workflows.  CGI's 
global  presence-more  than  100  offices 
worldwide-helps  maximize  success  on 
the  BlackBerry  platform. 

Through  the  partnership,  GGI  has 
helped  clients  increase  productivity, 
improve  customer  responsiveness  and 
make  better  decisions.  "By  deploying  key 
applications  on  BlackBerry  smartphones 
and  enabling  enterprise  connectivity,  we've 
helped  organizations  increase  performance 
by  orders  of  magnitude,"  Paradis  says. 

Yellow  Pages  Group  (YPG)  of  Canada 
is  also  looking  to  achieve  gains  through 
the  use  of  BlackBerry  smartphones.  GGI 
is  building  an  application  that  will  allow 


YPG's  sales  force  to  conduct  price  lookups 
instantaneously.  The  application  also  will 
gather  additional  data  so  a  buyer  can 
maximize  exposure  in  various  categories 
and  conduct  keyword  lookups  for 
frequently  searched  terms.  As  a  result, 
the  application  will  allow  YPG  to  provide 
more  targeted  features  and  allow  its 
customers  to  maximize  the  effectiveness 
of  their  spending. 

GGI  helps  clients  enable  BlackBerry 
smartphone  advances  through  consulting 
and  systems  integration  work  and  as  part 
of  full  outsourcing  engagements.  Paradis 


cites  that  outsourcing  helps  clients  trim  IT 
overhead  and  allows  executives  to  focus 
on  the  strategic  elements  of  the  business. 
Through  these  engagements,  GGI  simplifies 
clients'  infrastructures  and  implements 
applications  that  improve  efficiency  and 
reduce  costs. 

In  the  end,  "a  company  no  longer  has 
to  worry  about  handling  infrastructure 
changes,  dealing  with  upgrades  and 
patches,  and  the  technical  aspects  of 
operation,"  Paradis  explains. 

GGI,  which  specializes  in  mobile 
integration  within  an  existing  IT 
infrastructure,  concentrates  on  building 
reliability  into  enterprise  systems. 

Says  Paradis:  "The  popularity  of  the 
BlackBerry  solution  opens  up  a  world  of 
new  possibilities." 


Normand  Paradis 


COMPANY  OVERVIEW: 

CGI  is  an  IT  and  business  process 
services  provider  with  26,000 
professionals  operating  in  more 
than  100  offices  worldwide.  In  the 
telecommunications  sector,  CGI  helps 
clients  deliver  new  revenue  streams 
while  improving  productivity  and 
customer  service. 


CEO: 

Michael  E.  Roach 


INDUSTRY  FOCUS: 

Consulting,  Systems  Integration 
and  Managed  Services 


HEADQUARTERS: 

Montreal,  Canada 


FOR  MORE  INFORMATION: 
www.cgi.com 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 
BlackBerry  Alliance  Select  Member 

CO  NTACT  INFO  RM  ATI  O  N : 
email:  normand.paradis@cgi.com 


"The  popularity  of  the  BlackBerry 
solution  opens  up  a  world  of  new 
possibilities." 

Normand  Paradis  Senior  Vice  President  of  Global  Marketing ,  CGI 


:=:  BlackBerry  9 
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Scott  Kohn 


COMPANY  OVERVIEW: 

CSC  is  a  global  leader  in  providing 
technology-enabled  business 
solutions  and  services.  For  50  years, 
clients  in  industries  and  governments 
worldwide  have  trusted  CSC  with 
their  business  process  and  informa¬ 
tion  systems  outsourcing,  systems 
integration  and  consulting  needs. 


CHAIRMAN,  PRESIDENT  AND  CEO: 
Michael  W.  Laphen 


INDUSTRY  FOCUS: 

Business  Solutions  and 
Managed  Services 


HEADQUARTERS: 

Falls  Church,  Virginia 


FOR  MORE  INFORMATION: 
www.csc.com 


BLACKBERRY  ALLIANCE 
PROCRAM-MEMBER  PROFILE: 
BlackBerry  Alliance  Elite  Member 


CONTACT  INFORMATION: 

email:  TechandConsumer@csc.com 
phone:  (866)  659-3480 


Bringing  Enterprise  Solutions 
to  the  Business 


CSC's  business  solutions,  which  are  designed 
to  connect  the  BlackBerry  platform  to  SAP 
and  other  enterprise  applications,  help  to 
enhance  mobile  productivity  by  putting 
enterprise  data,  reports,  and  other  critical 
information  at  employees'  fingertips-when 
and  where  they  need  it. 

"We  are  seeing  an  increase  in  organiza- 


that  can  provide  mobile  employees  with  the 
company's  core  business  applications  across 
the  globe.  In  addition  to  having  access  to  core 
BlackBerry  technology  and  capabilities  such 
as  email  push  services  and  the  ability  to  view 
Microsoft®  Word®,  Microsoft®  PowerPoint® 
and  Microsoft®  Excel®  files,  they  can  tap  into 
critical  enterprise  systems  and  data  and  use 


"Mobility  is  fundamentally  changing 
the  nature  of  how  companies  do 
business." 

Scott  Kohn  Vice  President  of  Technology  and  Consumer  Croup ,  CSC 


tions  looking  to  extend  the  functionality 
and  efficiency  gains  of  BlackBerry  mobility 
solutions  beyond  email  and  calendar¬ 
ing  and  into  key  business  applications," 
says  Scott  Kohn,  Vice  President  of  the 
Technology  and  Consumer  Croup  at  CSC. 
"By  integrating  enterprise  systems  and 
applications  such  as  SAP  with  BlackBerry 
core  capabilities,  it's  possible  to  achieve 
significant  gains  and  ROi." 

CSC  uses  a  systematic  three-step 
approach  that  helps  companies  integrate 
mobility  into  their  organization  and  IT  infra¬ 
structure.  Our  "Shape,  Transform  and  Man¬ 
age"  process  helps  ensure  that  organizations 
have  a  functional  and  reliable  global  en¬ 
terprise  solution  for  their  mobile  executives 
and  workforce.  An  initial  discovery  phase 
identifies  business  objectives  and  processes 
so  that  an  organization  can  shape  and  adopt 
customized  mobility  solutions  that  help  them 
achieve  business  goals.  A  transformation 
process  prioritizes  projects  and  establishes 
checkpoints,  ending  with  managed  service 
solutions  that  aim  to  provide  end-to-end 
oversight  for  the  entire  mobile  environment. 

CSC's  approach  has  enabled  companies 
to  develop  a  strategic  mobile  environment 


them  to  act  and  respond  in  the  face  of  today's 
fast-paced  business  conditions. 

That's  the  case  at  a  Fortune  500  firm 
that  turned  to  CSC  to  provide  integration 
and  deployment  services  for  a  highly  secure 
mobile  platform  for  email,  messaging 
and  calendaring  functionality.  BlackBerry 
smartphones  streamlined  communication 
for  the  company's  global  workforce  and 
provided  valuable  business  continuity 
capabilities.  During  Hurricane  Katrina  in 
2005,  the  firm's  BlackBerry  smartphones 
enabled  continued  operations,  while  many 
organizations  lost  connectivity  and  business. 

Embracing  the  mobile  CRM  solution  on 
the  BlackBerry  platform  made  it  possible 
for  that  company's  355  field  salespeople  to 
have  immediate  access  to  important  sales 
and  customer  data.  The  key  benefit  was 
the  productivity  gains  the  solution  helped 
to  provide  among  its  5,500  smartphone 
users.  In  fact,  with  a  BlackBerry®  Enterprise 
Server  linked  to  both  email  and  SAP,  new 
opportunities  for  mobile  ROI  were  recognized. 

"Enterprise  mobility  allows  real-time 
decision  making  anywhere,  anytime,"  Kohn 
concludes.  "It  is  fundamentally  changing  the 
nature  of  how  companies  do  business." 
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Mobility  Goes  Mainstream 


For  most  organizations,  overseeing  a 
growing  number  of  mobile  smartphones 
while  handling  tasks  like  data  storage  and 
printing  can  be  a  daunting  process.  This, 
coupled  with  any  economical  financial 
constraints,  spurs  many  companies  to  find 
innovative  ways  to  manage  and  maximize 
their  mobile  assets. 

"Businesses  can  meet  these  challenges 
by  using  mobile  smartphones  to  leverage 
key  business  operations,  and  transforming 
how  they  manage  the  infrastructure  that 
powers  their  mobile  workforce,"  says 
Victor  Garcia,  Chief  Technology  Officer 
for  Hewlett-Packard  (Canada)  Co.  "Taking 
full  advantage  of  these  critical  assets  can 


"People  are  mobile,  BlackBerry 
smartphones  are  mobile,  but  printers  are 
not,"  says  Garcia. 

A  growing  mobile  workforce  can 
also  mean  larger  and  more  complex 
messaging  ecosystems.  HP  also  recently 
introduced  HP  Operations  Manager 
for  the  BlackBerry  Enterprise  Server,  a 
software  solution  that  centrally  monitors 
and  manages  BlackBerry  ecosystems. 
The  system  maps  all  smartphones,  and 
a  console  offers  a  complete  view  of  their 
mobile  ecosystem,  including  servers, 
applications  and  storage  components. 

"The  result  is  a  360-degree  view  that 
allows  customers  to  pinpoint  potential 


"...HP  CloudPrint  allows  users  to  print  from 
their  BlackBerry  smartphones  based  on 
need,  regardless  of  location." 

Victor  Garcia  Chief  Technology  Officer,  Hewlett-Packard  (Canada)  Co. 


present  significant  opportunities." 

HP  hopes  to  do  just  that-make  mobility 
more  manageable  for  businesses.  By 
designing  and  launching  offerings  that 
aim  to  increase  the  productivity  levels 
of  the  growing  number  of  global  mobile 
employees,  HP  and  RIM  are  helping 
empower  businesses  to  extend  the  return 
on  their  investments  in  mobility. 

One  of  the  new  offerings  recently 
unveiled  is  HP  CloudPrint  for  the 
BlackBerry  smartphone,  which  aims 
to  bring  mobile  printing  to  enterprise 
customers.  CloudPrint  unleashes  physical 
documents  from  a  BlackBerry  smartphone, 
to  a  specified  printer,  making  it  simple 
for  mobile  users  to  access  and  use  their 
documents  while  traveling  or  on  the  go. 

The  cloud-based  service  works  on  printer 
platforms  and  provides  access  to  control 
and  sharing  features,  and  doesn't  require 
the  installation  of  drivers. 

©  2009  Hewlett  Packard  Development  Company,  LP. 


issues  and  take  corrective  actions  to 
address  them,"  says  Garcia,  adding 
that  HP  Operations  Manager  has  been 
deployed  in  large-scale  enterprises  for 
years.  HP  is  also  delivering  a  number  of 
other  mobile  solutions  for  the  BlackBerry 
platform.  Mobile  Messaging  Services,  part 
of  the  Mobile  Workplace  Services  from  HP 
Enterprise  Services,  enables  organizations 
to  outsource  the  management  of  their 
BlackBerry  deployment  so  they  can  focus 
on  their  core  businesses.  The  services 
are  designed  to  integrate  the  mobility 
ecosystems  for  large  enterprises,  whether 
they  are  hosted  in  HP  Enterprise  Services' 
data  centers  or  in  a  client's  environment. 

Says  Garcia:  "Together,  RIM  and 
HP  understand  the  issues  and  opportunities 
of  the  connected  workforce.  We've 
worked  cooperatively  for  years,  and  this 
collaboration  deepens  our  relationship  and 
our  ability  to  jointly  serve  our  customers." 


Victor  Garcia 


COMPANY  OVERVIEW: 

HP,  the  world's  largest  technology 
company,  simplifies  the  technology 
experience  for  consumers  and 
businesses  with  a  portfolio 
that  spans  printing,  personal 
computing,  software,  services  and  IT 
infrastructure.  HP  delivers  solutions 
along  with  greater  functionality  to 
the  BlackBerry  platform. 


CEO: 

Mark  Hurd 


INDUSTRY  FOCUS: 
Managed  Services 


HEADQUARTERS: 
Palo  Alto,  California 


FOR  MORE  INFORMATION: 

www.hp.com/solutions/blackberry 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 

BlackBerry  Alliance  Elite  Member 


CONTACT  INFORMATION: 

email:  rimalliance@hp.com 
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Bl  pyxis  |  mobile 


Robert  Mazzarella 


Taking  Mobility  to  a  New  Level 


The  holy  grail  of  today's  mobile  enterprise 
is  to  make  data  actionable  and  deliver  real¬ 
time  results.  Organizations  with  the  right 
tools,  infrastructure  and  workflow  in  place 
find  themselves  at  a  distinct  competitive 


customers  is  the  ability  to  deliver  actionable 
intelligence  faster  and  address  high-priority 
issues  more  effectively. 

These  solutions  address  a  diverse  array  of 
tasks  across  a  wide  range  of  industries.  Pyxis 


"Since  reps  can  access  data  remotely, 
associates  have  more  time  to  focus  on 
critical  businesses  needs." 

Tom  Santanielio  Application  Manager,  Pioneer  Investments 


COMPANY  OVERVIEW: 

Pyxis  Mobile  delivers  a  wireless 
application  platform  that  helps  to 
drive  value  and  productivity  for 
companies  and  their  customers. 
Mobile  professionals  can  rely  on 
Pyxis  Mobile  solutions  and  the 
BlackBerry  smartphone  to  extend 
critical  business  data  from  internal 
enterprise  systems. 


CEO: 

Robert  Mazzarella 


INDUSTRY  FOCUS: 

Financial  Services,  Real  Estate, 
Government,  Healthcare,  Education, 
Manufacturing  and  Consumer 
Packaged  Goods 


HEADQUARTERS: 

Boston,  Massachusetts 


FOR  MORE  INFORMATION: 

www.pyxismobile.com 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 

BlackBerry  Alliance  Elite  Member 


CO NTACT  IN FO RM ATI O N : 

email:  sales@pyxismobile.com 
phone:  (781)  997-0300 


advantage.  As  Todd  Christy, 

President  and  CTO  of  Pyxis 
Mobile,  puts  it:  "Businesses 
that  value  their  employees, 
and  seek  the  most  productive 
teams  possible,  empower 
their  staff  with  mobile 
capabilities.  They  enable 
flexible  work  styles  and 
location  independence." 

Pyxis  Mobile,  a  developer 
of  wireless  enterprise 
applications,  offers  a 
platform  that  connects 
business  systems  with 
employees,  partners  and  customers  in  the 
field.  The  Pyxis  Mobile  server  is  designed  to 
provide  highly  secure  data  connectivity  to 
BlackBerry  smartphones  via  web  services, 
relational  databases,  web  portals  and  other 
enterprise  data  sources.  The  BlackBerry 
solution  provides  a  secure,  easy-to-manage 
mobile  platform. 

The  Pyxis  Mobile  environment  offers 
"rapid  deployment  of  sophisticated,  highly 
secure  mobile  business  applications  without 
coding  or  software  redeployment,"  Christy 
explains.  A  drag-and-drop  interface 
built  into  the  Pyxis  Mobile  Application 
Studio  allows  an  organization  to  modify 
applications  without  redistributing  client 
software  or  writing  new  code.  The  value  for 


Mobile  applications  deliver 
market  data,  news,  travel 
and  expense  management, 
contact  management, 
reporting  and  analytics, 
among  other  capabilities. 

Pioneer  Investments  is 
among  the  firms  sold  on 
the  Pyxis  Mobile  platform. 
When  the  financial  services 
company  decided  to  mobilize 
core  CRM  functions,  it 
turned  to  Pyxis  Mobile  for 
a  customized  and  scalable 
solution.  The  impact  was 
field  representatives  were  no  longer  bound 
to  their  laptops  to  download  and  obtain 
important  data  from  the  office.  They 
had  the  ability  to  tackle  tasks  from  their 
BlackBerry  smartphones,  including  checking 
transactions,  accessing  market  data, 
managing  account  information,  tracking  new 
leads,  managing  scheduling  and  overseeing 
important  client  information. 

The  result  was  a  more  strategic  and 
value-oriented  service  level  for  clients  and 
the  ability  for  mobile  employees  to  be  more 
productive  and  efficient.  They  no  longer 
spend  their  time  on  the  phone,  and  last- 
minute  cancellations  or  schedule  changes 
no  longer  translate  into  lost  time,  says  Tom 
Santanielio,  Pioneer's  Application  Manager. 
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Driving  Customer  Success  with  Cloud 
Computing  and  Mobile  Smartphones 


As  organizations  implement  mobile 
strategies  with  devices  like  the  BlackBerry 
smartphone,  there's  growing  recognition 
among  CIOs  and  other  executives  that 
messaging  is  only  a  starting  point  for 
enterprise  communication  and  collaboration. 

Among  those  driving  this  change 
is  salesforce.com,  the  enterprise 
cloud-computing  company.  With  cloud 
computing,  information  and  applications 
reside  entirely  on  the  web  and  can  be 
accessed  from  any  web-enabled  computer 


residential  mortgages,  is  among  the 
companies  using  the  Salesforce  CRM 
application  on  mobile  devices.  More  than 
150  Flagstar  representatives  use  BlackBerry 
smartphones  and  Salesforce  CRM  to 
access  customer  data,  reports  and  custom 
applications.  The  initiative  has  helped 
Flagstar  standardize  processes,  boost 
efficiency  and  increase  productivity. 

Another  company  that  has  tapped  into 
the  power  of  cloud  computing  and  mobility 
is  Papa  Murphy's  Take  'N'  Bake  Pizza. 


"There  has  never  been  a  better  time  to 
get  started  with  mobile  smartphones 
and  cloud  computing." 

Chuck  Ganapathi  Senior  Vice  President,  Products,  solesforce.com 


or  smartphone.  Bringing 
together  cloud  computing 
and  mobile  devices  gives 
users  access  to  data  and 
applications  that  go  far 
beyond  email.  This  means 
less  time  on  administration 
and  more  time  in  the  field  on 
sales  or  service  calls. 

"Mobile  access  lets  field 
reps  stay  connected  to  a 
wide  range  of  applications 
and  customer  information 
throughout  the  day,"  says 
Chuck  Ganapathi,  Senior 
Vice  President,  Products,  for  salesforce.com. 
"Sales  professionals  can  step  into  meetings 
well-prepared  and  can  log  meeting  details, 
check  on  orders  and  access  performance 
dashboards  directly  from  their  devices. 

Field  service  technicians  can  modify 
their  routes  and  respond  immediately  to 
customer  issues." 

Flagstar  Bancorp,  an  originator  of 


The  take-and-bake  pizza 
company  sought  a  better 
way  to  manage  tasks  and 
activities  with  a  centralized 
view  of  the  business.  With 
more  than  1,100  stores  in  32 
states,  tracking  operations 
by  email  and  spreadsheets 
was  time-consuming  and 
inefficient.  Papa  Murphy's 
built  a  custom  franchise 
management  appli¬ 
cation  on  the  salesforce.com 
cloud-computing  platform- 
Force.com-and  in  three 
weeks  extended  it  to  corporate  field  reps. 
Today,  directors  of  field  operations  and 
others  have  access  to  franchise  data  from 
the  cloud  on  their  BlackBerry  smartphones. 

The  combination  of  two  world-class 
services-the  BlackBerry  solution  and 
cloud  computing  from  salesforce.com- 
helps  provide  greater  utility  and 
productivity  for  customers. 


Salesforce  CRM  sales  dashboard  on  the 
BlackBerry®  Tour"  9630  smartphone 


sales/e 


orce.com 

Success.  Not  Software. 
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Chuck  Ganapathi 


COMPANY  OVERVIEW: 

Salesforce.com's  portfolio  of 
Salesforce  CRM  applications 
has  revolutionized  the  ways 
that  companies  collaborate  and 
communicate  with  their  customers 
across  sales,  marketing  and  service. 
The  Force.com  platform  enables 
customers,  partners  and  developers  to 
build  and  run  business  applications 
in  the  cloud. 


CHAIRMAN  AND  CEO: 
Marc  Benioff 


INDUSTRY  FOCUS: 

Cloud  Computing 


HEADQUARTERS: 

San  Francisco,  California 


FOR  MORE  INFORMATION: 

www.salesforce.com 

www.salesforce.com/products 

www.salesforce.com/platform 
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CONTACT  INFORMATION: 

phone:  (800)  NO-SOFTWARE 
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VOXMOBILE 


Kris  Snyder 


COMPANY  OVERVIEW: 

As  a  certified  BlackBerry  Systems 
Integrator  Alliance  member, 

Vox  Mobile  provides  enterprise 
clients  with  support  for  BlackBerry 
smartphone  deployment,  server 
migration,  infrastructure  assessments 
and  technical  consulting  services. 


CEO: 

Kris  Snyder 


INDUSTRY  FOCUS: 
Consulting,  Application  Hosting 
and  Managed  Services 


HEADQUARTERS: 
Cleveland,  Ohio 


FOR  MORE  INFORMATION: 

www.voxmobile.com 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 

BlackBerry  Alliance  Elite  Member 


CONTACT  INFORMATION: 

email:  kris.snyder@voxmobile.com 


Supporting  Mobility  in  the  Enterprise 


Managing  the  growing  array  of  mobile 
smartphones  is  no  simple  task.  Many  orga¬ 
nizations  often  overpay  for  wireless  voice 
and  data  services,  while  others  struggle  to 
build  a  platform  that  can  support  all  of  the 
functions  and  services  the  organization  re¬ 
quires.  As  a  systems  integrator,  Vox  Mobile 
helps  companies  manage  their  BlackBerry 
mobile  environments  more  effectively. 

Vox  Mobile  provides  consulting  services 
and  knowledge  of  best  practices  to  orga¬ 
nizations  looking  to  expand  the  BlackBerry 
platform  beyond  email  capabilities.  More 
importantly,  Vox  Mobile's  holistic  approach 
supports  their  clients  throughout  the  entire 
lifecycle  of  managing  mobile  smartphones. 
Vox  focuses  on  strategic  requirements 
such  as  infrastructure,  software,  mainte- 


ofthe  BlackBerry  smartphone,"  says 
Kris  Snyder,  Chief  Executive  Officer.  The 
resulting  gains  can  be  significant.  "Our  IT 
executive  conversations  have  turned  from 
being  about  command  and  control  to  where 
the  thresholds  of  enablement  can  extend. 
Whether  it's  the  cross  section  of  social 
networking,  the  integration  of  enterprise 
applications  or  the  use  of  multimedia  for 
field  training,  access  to  actionable  data  is 
transforming  the  mobile  employee." 

It's  an  approach  that  has  helped  pay 
dividends  for  a  growing  array  of  Fortune 
1000  companies.  Safelite,  a  leading  auto 
glass  company,  turned  to  Vox  Mobile  to 
help  streamline  technical  support  of  its  field 
service  mobile  application,  improve  integra¬ 
tion  with  BlackBerry  smartphone  users,  and 


"Today,  many  of  the  barriers  to 
mobility-including  technology 
and  financial  restraints- have 
diminished." 

Kris  Snyder  CEO ,  VOX  Mobile 


nance  and  security  that  are  designed  to 
deliver  sophisticated  mobile  smartphone 
management  capabilities  and  a  core  com¬ 
petency  in  BlackBerry  solutions,  including 
SAP.  This  helps  businesses  address  several 
key  challenges,  including  procurement, 
configuration,  smartphone  deployment  and 
wireless  help  desk  support  services.  Vox 
Mobile  provides  services  that  help  sup¬ 
port  the  entire  mobile  environment,  from 
smartphones  to  platforms  to  business  and 
enterprise  applications. 

"The  Vox  Mobile  and  BlackBerry 
platforms  create  visibility  and  deliver 
mobile  user  management  that  enables 
enterprise  users  to  leverage  all  aspects 


achieve  productivity  gains  and  cost  savings 
across  the  company.  By  outsourcing  these 
initiatives,  Safelite  was  able  to  keep  its  IT 
staff  focused  on  core  strategic  issues. 

Says  Snyder:  "Today,  many  of  the  barri¬ 
ers  to  mobility-including  technology  and 
financial  restraints-have  diminished.  This 
has  facilitated  the  adoption  of  integrating 
a  mobile  strategy  across  the  enterprise  to 
enhance  collaboration,  workflow,  visibility 
and  accessibility  in  positive  ways.  The  next 
challenge  in  mobility  for  IT  executives  will 
be  to  guide  the  organization  beyond  what 
is  technically  achievable,  and  move  towards 
the  integration  of  business  and  personal 
mobile  experiences." 
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Banking  on  Wireless  Access  to  Data 


Achieving  bottom-line  results  with  wireless 
technology  means  putting  the  right  systems 
in  place  and  streamlining  a  tangle  of 
business  processes.  At  Wallace  Wireless,  a 
provider  of  alerting  and  business  continuity 
solutions  for  the  BlackBerry  platform,  the 
focus  is  on  helping  organizations  get  more 


The  Bank  of  Canada  uses  the 
BlackBerry  platform  in  combination  with 
Wallace  Wireless'  WIC  Messenger  solution 
to  solve  these  emergency  communication 
challenges.  WIC  Messenger  integrates 
with  contact  sources  already  in  existence 
at  the  Bank  of  Canada,  and  leverages  the 


"Having  important  contact  information  up 
to  date  and  always  available  is  crucial." 

Joe  Nardi  COO,  Wallace  Wireless 


out  of  existing  systems  by 
streamlining  communication 
and  improving  data 
synchronization. 

Wallace  Wireless  offers 
a  suite  of  five  Wallace 
Information  Communicator 
(WIC)  solutions  designed  to 
address  the  mobility  issues 
of  organizations  using 
BlackBerry  smartphones. 

These  applications  include 
WIC  Pager,  WIC  Messenger, 

WIC  Responder,  WIC  DB  and 
WIC  Forms.  They  mobilize 
and  optimize  a  variety  of  processes, 
including  pager  replacement  and  alerting, 
emergency  communication,  contact 
management,  forms-based  data  capture 
and  database  synchronization. 

The  Bank  of  Canada  turned  to  Wallace 
Wireless  to  help  improve  the  organization's 
internal  crisis  communications  procedures 
in  order  to  respond  to  emergency  situations 
more  quickly  and  effectively.  The  Bank  of 
Canada  handles  monetary  policy,  bank 
notes,  funds  management  and  other  tasks 
as  the  nation's  central  banking  institution 
(the  equivalent  of  the  Federal  Reserve  in 
the  United  States).  Therefore,  having  a 
crisis  communications  plan  in  place  is 
a  top  priority. 


BlackBerry  solution  to  push 
the  contact  information  and 
any  ongoing  updates  to  the 
BlackBerry  smartphones  of 
their  Emergency  Response 
Team  (ERT)  in  a  highly 
secure  and  timely  manner. 
As  a  result,  ERT  staff  have 
access  to  a  contact  list 
that  includes  over  150 
executives  and  managers 
who  need  to  be  kept 
informed  during  a  crisis. 

Today,  Bank  of  Canada 
employees  can  send  email 
from  the  WIC  Messenger  application  on 
their  BlackBerry  smartphones,  and  they 
also  have  the  ability  to  send  BlackBerry 
PI N -to- PI N  messages,  or  SMS  text 
messages  if  there  is  ever  an  email 
outage.  Regardless  of  how  alerts  are 
sent,  having  the  most  up-to-date  contact 
information  provides  a  high  success 
rate  of  message  delivery,  which  is  critical 
for  emergency  situations. 

"Executives  and  our  emergency 
response  personnel  are  in  constant  touch, 
and  they  are  able  to  deal  with  issues 
immediately.  We  have  a  much  better 
response  system  in  place,"  says  Rob  Murray, 
Continuity  of  Operations  Program  Manager 
at  Bank  of  Canada. 


Flret  naw:  Rob 
Last  name:  Moffat 


PIN:  3017518F 
Email:  rmoffatfijwallace 
wireless  com 


Web  Page:  www  Wallace 


wireless  com 


WIC  Messenger,  Business  Continuity 
application  on  the  BlackBerry® 
Bold”  9000  smartphone 


Rob  Moffat 


COMPANY  OVERVIEW: 

Wallace  Wireless  is  a  provider  of 
alerting  and  business  continuity 
solutions  for  the  BlackBerry 
smartphone.  It  offers  a  suite  of 
wireless  applications  that  solve 
enterprise  mobility  issues,  including 
pager  replacement  and  alerting, 
emergency  communication,  contact 
management  and  forms-based 
data  capture. 


PRESIDENT: 
Rob  Moffat 


INDUSTRY  FOCUS: 

Business  and  Government  Solutions 


HEADQUARTERS: 
Toronto,  Ontario,  Canada 


FOR  MORE  INFORMATION: 

www.wallacewireless.com 

www.wallacewireless.com/bcp 


BLACKBERRY  ALLIANCE 
PROGRAM-MEMBER  PROFILE: 
BlackBerry  Alliance  Elite  Member 


CONTACT  INFORMATION: 
email:  info@wallacewireless.com 
phone:  (866)  978-2900 
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Install  confidence 


BlackBerry’ Enterprise  Server  v5.0  makes  provisioning  and  deployment  easy. 
So  you  can  align  your  communications  with  your  corporate  goals.  Put  the  power  of  centralized 

management  at  your  fingertips.  Deploy,  control  and  manage  hundreds  of  applications  to  thousands  of  users  over  the  air.  Turn  security  levels  up  or  down  as  your 
organization's  policies  and  requirements  change  -  your  users  don't  even  have  to  connect  their  BlackBerry°smartphones  to  the  network.  Troubleshoot  potential 
issues  remotely  from  any  desktop  computer.  And  customize  admin  roles  to  delegate  tasks.  So  you  can  spend  less  time  managing  and  more  time  leading. 
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Emo  Labs 

Listen  more' 


Watch  their  Award-Winning  Product  Launch  at: 

www.demo.com/ demopcwinners 
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What  DEMO  Says  About  Emo  Labs: 

As  flat  panel  televisions  get  thinner,  so  does  the  audio  they  deliver.  The  physical 
dimensions  of  the  display  simply  don't  provide  the  space  to  integrate  a  great 
sound  system.  Emo  Labs  rethinks  the  integrated  speaker  in  a  dramatically  and 
new  approach  that  delivers  rich,  high-fidelity  sound  to  match  high-definition 
video.  It's  brilliant  engineering  and,  after  you  hear  it,  you'll  not  want  anything 
less  in  your  high-def  TV. 
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DEMOspn^oio  REGISTER  NOW 


The  Launchpad  for  Emerging  Technology 


DEMO  continues  to  deliver  the  best  innovation  at  DEMOspring  2010. 
For  complete  information  and  to  register,  go  to  www.demo.com 
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Retailers 
are  tapping 
social 
networks 
and  cell 
phones to 
get  closer  to 
customers 
wherever 
they  are 

BY  KIM  S.  NASH 


MONEY 


A 


t  least  22  retailers  have  been  driven  into  bankruptcy 
protection  during  this  recession,  including  RedEnvelope 
and  Eddie  Bauer,  or  gone  out  of  business  altogether,  like  Circuit 
City.  Blockbuster,  Virgin  Megastores  and  many  more  have  closed 
stores.  Survivors,  suffering  deflated  profits  and  slow  sales,  warn 
of  bleak  holidays:  The  National  Retail  Federation  predicts  a  1 
percent  sales  decline  for  the  season  compared  to  last  year.  Even 
Wal-Mart  feels  the  slump,  with  same-store  sales  down  1  percent 
in  its  second  quarter— its  first  such  drop  in  years. 

Baby,  it’s  cold  outside. 

But  smart  retailers  are  going  where  it’s  warm:  the  hot  little  hands  of  cellphone-  and  laptop- 
toting  consumers  who  want  to  shop  right  now,  wherever  they  happen  to  be  sipping  their  lattes 
or  watching  their  kids’  soccer  games.  Technology-backed  projects  to  increase  revenue  include 
mobile  e-commerce,  coupons  by  text  message,  even  storefronts  on  social  networks.  As  enablers 
of  these  projects,  CIOs  are  moving  ever  closer  to  the  customer. 

Out  of  recession  develops  one  picture— finally— of  what  true  business-IT  alignment  looks 
like,  says  Drew  Martin,  CIO  of  Sony  Electronics.  “IT  is  becoming  part  of  the  product  offerings.” 
Whether  that’s  hotel  kiosks,  mobile  banking,  hospital  patient  portals  or  retail,  CIOs  are  getting 
their  IT  groups  to  the  front  line  in  the  competition  for  consumer  dollars.  When  a  customer  logs 
on  to  his  new  Sony  e-book  reader,  for  example,  the  device  automatically  connects  him  to  his 
existing  customer  profile,  from  which  he  can  start  buying  e-books.  This  feature  is  thanks  to 
Martin’s  efforts  to  connect  product  development  with  Sony’s  internal  customer  relationship 
management  system. 

As  exciting  as  it  is  to  live  on  the  progressive  edge  of  the  CIO  profession,  though,  it’s  a  new  world 
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to  navigate  at  a  time  when  wrong 
moves  can  severely  hurt  a  company. 
“The  challenge  is  that  now  you’re 
entering  into  the  revenue  space,” 
Martin  says.  “You  need  to  commit  to 
delivering  your  part  of  what  needs 
to  be  delivered.” 


Consumers  want  fewer  steps 
involved  when  making  purchases, 
says  Brett  Michalak,  CIO  with 
Tickets.com. 


<3=>  / 


Social  Shopping 

E-mail  marketing  is  in 
full  swing  now;  the 
number  of  messages 
expected  to  be  sent 
this  holiday  shopping 
season  will  far  surpass  last  year’s 
four  billion,  according  to  Experian 
Marketing  Services,  a  consultancy. 

Of  course,  just  a  fraction  of  these 
will  be  opened.  Even  fewer  mes¬ 
sages  will  coax  recipients  to  visit  a 
website  and  buy  something. 

“Websites  and  e-mail— that’s 
just  too  many  steps  now,”  says  Brett 
Michalak,  CIO  with  Tickets.com, 
which  sells  tickets  to  games,  con¬ 
certs  and  other  events  as  well  as  its 
own  ticketing  technology. 

Social  media  such  as  Twitter, 

Facebook  and  YouTube  take  e-mail  out  of  the  equation,  put¬ 
ting  offers  in  front  of  customers  on  sites  they  already  visit.  Dell, 
JetBlue,  Whole  Foods  and  other  big  brands  have  pounced  on 
Twitter  as  a  marketing  and  promotion  tool,  tweeting  special 
deals  to  followers.  Dell,  for  example,  attributes  more  than  $2 
million  in  sales  to  its  14  Twitter  accounts  that  promote  offers  to 
1.4  million  followers.  (“15%  off  any  Dell  Outlet  Inspiron  laptop. 
Enter  code  at  checkout...”) 

Sony  is  using  Twitter,  among  other  social  networking  sites, 
to  hype  the  Sony  Reader.  A  recent  tweet  included  a  link  to  a  page 
at  Sony’s  site  comparing  the  product  favorably  to  Amazon’s 
Kindle.  “You  can’t  build  a  site  and  expect  people  to  come.  We 
are  on  YouTube,  Facebook  and  Twitter  to  go  out  and  get  them,” 
Martin  says. 

On  Facebook,  millions  of  people  declare  themselves  as  fans  of 
performers,  products,  even  the  president.  The  number-one  fan 
page  on  Facebook  is  dedicated  to  the  late  Michael  Jackson,  with 
10.3  million  members.  President  Obama  is  next  with  6.8  million. 
Starbucks  is  the  biggest  retail  brand  with  4.8  million  fans.  But 
becoming  a  fan  of  something  is  the  equivalent  of  wearing  a  logo 
T-shirt.  It  doesn’t  bring  M.J.  back  to  life,  reform  healthcare  or  sell 
more  coffee.  1-800-Flowers  intends  to  find  out  whether  social  net- 


workers  are  also  social  shoppers.  In  July,  the  $714  million  flower 
delivery  company  launched  the  first  Facebook  storefront. 

Collectively,  Facebook’s  300  million  active  members  spend 
eight  billion  minutes  per  day  on  the  site,  according  to  the  com¬ 
pany.  An  Experian  survey  found  that  dwell  time  for  an  adult 
visiting  a  social  network  is  19  minutes  and  32  seconds.  Mean¬ 
while,  35  percent  of  adults  who  had  been  on  a  social  network  in 
the  past  month  had  also  bought  something  online  in  that  time 
period,  the  survey  found— a  ripe  demographic. 

Still,  there’s  a  lot  to  do  on  Facebook,  so  any  shopping  has  to 
be  fast,  says  Vibhav  Prasad,  vice  president  of  Web  marketing 
and  merchandising  at  1-800-Flowers.  The  company’s  Facebook 
store,  therefore,  offers  only  10  percent  to  15  percent  of  the  sev¬ 
eral  hundred  bouquets  available  from  the  main  1-800-Flowers 
website  and  the  check-out  process  has  been  pared  down.  No 
suggestions  to  buy  related  products  pop  up,  for  example,  and 
four  special  occasions  tabs  span  the  top  of  the  page,  instead  of 
the  eight  on  the  main  site. 

“It’s  a  fairly  impulsive  purchase  in  this  channel,”  Prasad  says. 
“As  simple  and  as  quick  as  we  can  make  it,  the  more  effective 
we’ll  be.” 

Impulsiveness  is  key.  Every  time  Facebook  members  log 
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Introducing  the  world's  first  ITSM-as-a-Service  solution. 

CompuCom's  Integrated  Infrastructure  Management  v3  is  here. 


Spend  Less 


Align  More 


0 

Innovate  Better 


CompuCom's  new  IIMv3™  solution  produces  game-changing  results  with  surgical  precision. 
Early  clients  have  experienced  cost  reductions  as  high  as  40  percent  in  some  categories.  Better  yet, 
they've  done  so  while  improving  the  value  of  IT  to  their  businesses.  Think  it's  too  good  to  be  true? 
Go  to  compucom.com  to  see  how  IIMv3  can  help  you  spend  less,  align  more  and  innovate  better. 
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in,  they  see  updates  about  who  among  their 
friends  is  having  a  birthday.  Prasad  wants  those 
regular  reminders  to  spark  flower  buys. 

The  company  is  also  tuning  its  marketing 
volume  to  match  Facebook’s  atmosphere.  That 
is,  rather  than  promote  products  all  the  time  in 
the  store’s  status  bar,  there  are  trivia  contests 
and  craft  ideas  to  keep  fans  engaged.  “This  is 
definitely  a  new  and  unique  channel.  Jump¬ 
ing  in  there  and  hard  selling  is  not  the  way  to 
go,”  he  says. 

Facebook  users  spend  most  of  their  time 
looking  at  their  own  homepages.  They  read 
their  news  feed— a  display  of  their  friends’  sta¬ 
tus  updates,  quizzes  taken,  notes  posted  and 
games  played.  So,  1-800-Flowers  is  planning 
a  way  into  the  news  feed.  When  a  fan  fills  out 
a  wish  list  to  indicate  which  flowers  she’d  like 
to  receive,  notification  would  go  into  the  feeds 
of  her  friends.  Carol  logs  on  to  Facebook,  sees 
Alice  has  a  birthday  on  Thursday  and  wishes 
for  the  “Pleasantly  Pink”  bouquet.  Ding!  Carol 
clicks  over  to  the  1-800-Flowers  store  and 
$29.99-plus-shipping  later,  takes  care  of  that  gift  without  ever 
leaving  Facebook.“We  think  people  will  do  it  because  social 
networking  is  all  about  you  expressing  your  interests  and  your 
friends  responding,”  says  Wade  Gerten,  CEO  of  Alvenda,  the 
Minneapolis  software  developer  that  built  the  Facebook  store 
for  1-800-Flowers.  “Shopping  online  can  be  social  again,  as  it 
was  in  person.” 

The  wish-list  feature  is  an  Adobe  Flex  application  that 
Alvenda  tweaked  to  work  with  Facebook’s  application  pro¬ 
gramming  interface.  Gerten  says  the  investment  is  “small”  for 
1-800-Flowers  because  Alvenda  gets  paid  part  of  the  sales 
1-800-Flowers  makes  on  Facebook.  “So  we’re  incented  to  find 
them  more  ways  to  make  money.”  The  company  declines  to  say 
how  much  revenue  the  storefront  has  rung  up  so  far. 

Going  social  was  “a  logical  extention”  for  1-800-Flowers, 
which  was  one  of  the  first  retailers  to  put  up  an  e-commerce  site, 
in  the  early  1990s,  notes  Kevin  Ranford,  director  of  Web  mar¬ 
keting.  “It  comes  from  listening  to  customers  and  responding  to 
the  channels  in  which  they’re  interacting,”  Ranford  says. 

Sales  on  the  Cell 

eople  lose  their  credit  cards  and  forget  their  wal- 
B  lets.  But  cell  phones?  Some  are  so  addicted  they 
W  develop  “BlackBerry  thumb”  and  “cell  phone 
elbow,”  requiring  medical  treatment  for  repetitive 
stress  injuries.  There  is  perhaps  no  combination 
of  vices  so  bursting  with  commercial  promise  than  that  of  cell 
phone-plus-caffeine.  Starbucks  is  there. 

In  September,  the  $2.4  billion  coffee  chain  began  testing 
a  system  to  let  customers  pay  using  their  iPhones  or  iTouch 
devices.  They  download  the  Starbucks  Card  Mobile  App  and 
type  in  the  number  of  their  Starbucks  loyalty  card,  preloaded 
with  spending  money.  A  2-D  barcode  appears  that  cashiers 
can  scan. 


Ringing  Up  the  the  Store 

Mobile  commerce  in  North  America  is  expected  to 
increase  nearly  seven-fold  in  the  next  few  years. 


2009  2010 
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SOURCE:  ABI  Research,  New  York 


Just  16  of  Starbucks’  11,000  locations  are  testing  this  mobile 
payment  option,  and  the  company  hasn’t  decided  whether  to 
expand  it,  a  spokeswoman  says.  The  company  will  measure 
transaction  frequency,  speed  of  payment  and  overall  customer 
feedback  and  participation,  she  says.  So  far,  37  percent  of  people 
who  downloaded  the  mobile  commerce  application  are  using  it. 

Best  Buy  is  going  about  mobile  e-commerce  differently,  cre¬ 
ating  an  e-commerce  site  honed  for  mobile  phones  that  strips 
away  the  ads  and  images  of  its  corporate  Web  store.  Instead,  it 
serves  a  simple  search  box,  store  locator  and  a  clickable  list  of 
product  categories. 

Both  of  these  systems  aim  for  speed  and  convenience,  which  is 
what  cell  phone  culture  is  all  about,  says  Cathy  Hotka,  president 
of  Cathy  Hotka  &  Associates,  a  retail  IT  consulting  firm  in  Wash¬ 
ington.  “You’re  in,  you’re  out.  It’s  extremely  effective  for  sales.” 

Mobile  sales,  though,  aren’t  without  problems. 

Royal  Oak  Music  Theatre,  a  Michigan  music  and  comedy 
venue  where  acts  such  as  Train  and  Bob  Saget  have  played, 
started  mobile  ticketing  three  years  ago  and  has  adjusted  its 
marketing  to  cover  for  finicky  technology. 

Anyone  who’s  done  self-check  out  at  the  supermarket  knows 
that  scanning  takes  a  special,  knowing  touch.  Still,  scanning 
barcodes  on  the  screens  of  mobile  devices  often  requires  extra 
wiggling  of  the  phone  and  slanting  it  at  different  angles.  It’s 
slower  than  scanning  paper  tickets.  To  avoid  ticking  off  patrons 
lined  up  to  run  in  and  grab  general-admission  floor  spots,  Royal 
Oak  created  a  separate  VIP  entrance  for  the  mobile  customers. 
There,  staff  use  the  newer  model  scanners  required  for  read¬ 
ing  mobile  barcodes,  and  it’s  not  so  apparent  that  the  scanning 
takes  longer,  says  Diana  Williams,  box  office  manager. 

Mobile  customers  are  also  allowed  to  get  into  the  theater  a 
few  minutes  before  traditional  customers,  which  encourages 
more  people  to  buy  their  tickets  by  cell  phone,  she  says.  That’s 
cheaper  for  the  theater  than  handling  paper  tickets— saving 
money  and  hassle  time  is  Williams’  goal.  But  it  also  positions 
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COVER  STORY  ::  Online  Commerce 


Out  of  recession  develops  one  picture 
of  whattrue  business-IT  alignment 
looks  like.  "IT  is  becoming  part 
of  the  product  offerings." 

-Drew  Martin,  CIO,  Sony  Electronics 


the  theater  well  for  collecting  future  revenue. 

Mobile  ticketing  skews  young,  Williams  observes.  The  the¬ 
ater  does  shows  for  all  ages,  and  for  a  typical  adult  event,  16 
percent  of  tickets  sold  are  through  the  mobile  channel.  But  for  a 
recent  show  by  the  boy-band  Hansen,  popular  with  tween  girls, 
mobile  accounted  for  nearly  40  percent  of  tickets. 

“There’s  an  age— around  22  or  younger— where  it  would 
never  occur  to  patrons  that  you  couldn’t  buy  a  ticket  from  your 
phone,”  Williams  says. 

Impulse  Buys 

obile  and  social  commerce  projects  will  change 
the  business  of  any  company  that  invests  in  it, 
says  Russ  Stanley,  managing  vice  president  of 
ticket  services  and  client  relations  for  the  San 
Francisco  Giants. 

For  example,  instead  of  being  a  long- planned  activity,  a  Major 
League  Baseball  game  can  become  an  impulse  buy,  Stanley  says, 
bringing  in  more  sales  for  the  organization. 

Every  game  day,  the  Giants  have  40,000  seats  to  sell.  If 
they’ve  sold  only  30,000, 10,000  spoil  every  bit  as  badly  as  old 
pears.  Last  year,  the  team  changed  prices  daily  on  about  2,000 
seats.  Stanley  imagines  the  day  when  he’ll  have  a  database  of  fans 
who,  say,  live  within  a  mile  of  the  ballpark  to  whom  he  can  text 
last-minute  offers.  “Hey,  the  Giants  have  $5  tickets  left  for  tonight. 
For  $5,  I’ll  walk  down  there,”  he  says.  “As  they’re  walking  up  to 
the  entrance,  they’re  buying  on  the  mobile.” 

The  Giants  started  to  offer  mobile  tickets  midway  through 
the  2008  season,  when  they  sold  about  100  tickets  that  way 
per  game.  In  2009,  it  was  about  200  and  Stanley  expects  to  do 
about  400  per  game  in  the  coming  year.  “Fans  who  use  it  love 
it.  It’s  getting  the  people  to  use  it,”  he  says. 

Like  hot  dogs  and  cold  beer,  holding  a  ticket  is  part  of  the 
rite  of  baseball,  he  says.  Plus,  there’s  the  souvenir  value.  When 
pitcher  Jonathan  Sanchez  threw  a  no-hitter  against  the  San 
Diego  Padres  in  July,  about  50  mobile  fans,  as  well  as  people 
who  had  bought  tickets  online  and  printed  them  on  plain  paper 
at  home,  later  requested  the  team  print  “real”  tickets  for  them  to 
commemorate  the  event.  “We  did  that  for  them.  It’s  good  rela¬ 
tions,”  says  Stanley.  And,  he  adds,  it  could  turn  into  a  money¬ 
making  service  in  the  future. 

Start  small  and  expand  gradually,  Stanley  advises.  He  could 
outfit  all  42  entryways  at  AT&T  Park  with  scanners  to  read 
mobile  tickets,  but  the  Giants  just  don’t  sell  enough  of  them 
yet  to  make  that  cost  worthwhile.  Not  until  about  1,000  mobile 
tickets  are  sold  per  game— 81,000  in  a  season— does  he  expect 


to  see  real  labor  savings  compared  to 
handling  paper  tickets.  Ramp-up  may  be 
slow,  but  commerce  in  these  new  outlets 
is  a  commitment  these  early  adopters  say 
they  will  keep. 

“Eventually  there  will  be  far  more  things 
that  are  accessible  via  your  phone,”  Wil¬ 
liams  says.  “I  would  rather  have  our  box 
office  be  on  the  forefront  of  that  than  scram¬ 
bling  to  catch  up  years  down  the  line.” 
Today  the  payoff  comes  in  other  ways, 
she  says.  The  novel  technology  makes  retailers  who  use  it  more 
memorable  among  consumers  and  no  paper— or  less,  anyway— 
makes  it  a  greener  way  to  do  business. 

These  kinds  of  projects  demonstrate  new  IT  thinking  about 
business  alignment.  That  is,  IT  can  clear  the  channels  between 
customers  and  the  company.  At  Starbucks,  for  example,  the 
mobile  commerce  application  came  out  of  its  My  Starbucks 
Idea  website  where  registrants  submit  and  discuss  ideas  they 
want  the  company  to  adopt. 

Sony  CIO  Martin  talks  as  much  about  customer  strategy  as 
about  technology.  “We’re  trying  to  emphasize  the  out-of-the-box 
experience,”  he  says  of  the  Sony  Reader ’s  built-in  customer  knowl¬ 
edge.  “Right  away,  you  can  download  content  and  get  reading.” 

But  Martin  admits  this  commerical  orientation  isn’t  yet  a  com¬ 
mon  role  for  a  CIO.  He  still  has  to  propose  ways  to  other  execu¬ 
tives  that  his  department  can  contribute  beyond  servers  and  wires. 
Martin  points  out  that  his  IT  department  supports  Sony’s  CRM 
system,  which  contains  the  data  that  will  differentiate  and  polish 
the  customer’s  experience.  “Our  systems  are  going  to  touch  the 
customer  no  matter  what,”  he  says.  “Even  if  [an  outside  developer] 
creates  something  elegant,  it  will  come  across  to  consumers  as  the 
left  hand  doesn’t  know  what  the  right  hand  is  doing.” 

Innovation  for  Growth 

eak  signals  of  an  abating  recession  have 
begun  to  appear.  Retail’s  sacred  number. 
Gross  Domestic  Product,  which  measures 
goods  and  services  produced  in  the  United 
States,  rose  3.5  percent  for  the  third  quar¬ 
ter,  according  to  the  U.S.  Department  of  Commerce.  But  in  the 
second  quarter,  GDP  sank  0.7  percent  on  top  of  an  8.6  percent 
drop  the  quarter  before.  Lasting  recovery  will  take  time.  CIOs 
can,  nevertheless,  use  this  period  to  lead  their  companies  to  new 
sources  of  revenues,  says  Hotka,  the  consultant.  Experiment¬ 
ing  with  mobile  and  social  commerce  creates  the  opportunity 
for  forward-thinking  projects  that  many  companies  in  many 
industries  will  eventually  adopt,  she  says. 

Help  pave  the  way,  advises  Sony’s  Martin,  by  not  reporting 
to  colleagues  only  the  naked  costs  of  corporate  IT.  Instead,  those 
numbers  should  be  accompanied  by  specifics  about  where  and 
how  the  technology  department  can  help  generate  sales  for  the 
company.  “Every  CIO  has  the  opportunity  to  be  involved.  You 
have  to  step  right  out  and  take  it.”  WP1 


Senior  Editor  Kim  S.  Nash  can  be  reached  at  knash@cio.com.  Follow 
her  on  Twitter:  www.twitter.com/knash99. 
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peer  advice  from  the  cio  executive  council 


SOUNDING  BOARD 


Conversation  Starters 

To  build  a  successful  collaborative  environment 
CIOs  must  create  a  culture  of  comfort 


KARLA  GILL,  MARRIOTT  INTERNATIONAL 

GAIN  ADOPTION  THROUGH  TRUST 

When  we  set  out  to  create  our  enterprise  IT-business  vision,  the  Digital  Workplace 
Strategy,  collaboration  among  our  business  users  quickly  became  a  centerpiece.  We 
knew  we  had  to  update  the  way  people  could  collaborate  by  providing  something 
more  than  “reply  to  all.” 

The  social  networking  capabilities  we  created  serve  as  business  networking  tools 
that  create  a  better  workflow,  but  we  had  to  address  concerns  that  new  technology 
would  mean  new  processes.  We  chose  “site  stewards”  for  each  business  area— people 
who  are  familiar  with  the  business  processes,  content  and  results.  For  the  users,  the 
stewards  are  trusted  voices  who  understand  both  the  technology  and  the  business. 
For  IT,  the  stewards  are  coordinators  who  have  been  trained  and  certified  on  ►  ►  ► 

The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association 
of  more  than  500  CIOs,  founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 
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ILLUSTRATION  BY  OTTO  STEININGER 


Dick  LeFave,  along  with  other  experts  in 
program  management  from  EMC 
Consulting,  has  written  a  book  called  “An 
IT  Tale."  The  book  weaves  together  real 
life  examples  and  lessons  learned  from 
successful  transformational  programs 
to  portray  the  pitfalls  that  often  derail 
major  programs  and  test  the  skills  of 
effective  IT  leaders.  Eschewing  the  dry 
tone  of  many  business  tomes,  it  details 
the  adventures  of  navigating  a  major 
corporation’s  political  landscape  while 
leading  a  complex  transformation. 

Successful  IT  programs  must  be  de¬ 
livered  on-time  and  on-budget.  What 
are  some  of  the  less  known  factors 
that  differentiate  a  successful  IT 
program  from  a  failed  one? 

Each  program  should  put  value  back 
into  the  business.  It’s  a  building  block 
type  of  process.  You  need  to  ask:  “So 
what?”  How  is  this  going  to  make  the 
business  better  and  sustain  it?  You 
need  to  get  those  programs  in  place  that 
improve  the  time  to  market,  reduce  cost 
or  increase  quality. 

How  can  CIOs  keep  the  focus  on 
the  intersection  between  people, 
processes  and  systems? 

When  you  really  peel  back  and  look  at 
what  a  good  CIO  brings  to  the  mix,  cer¬ 
tainly  one  of  the  most  important  aspects 
is  that  he  or  she  needs  to  know  how 
things  work.  You  should  be  able  to  stand 
up  in  front  of  your  board  of  directors 


ADVERTORIAL 


EMC  Consulting:  An  IT  Tale 
of  Program  Management 

Sucessful  Program  Managers  manage  the  complex 
interrelationships  between  people,  processes  and  systems 


Dick  LeFave#  emc  consulting  advisor,  emc  corporation 

Dick  LeFave  is  an  author  and  IT  consultant  who  has  spent  more  than  30 
years  working  in  IT.  He  was  a  CIO  for  Fortune  1,000  and  Fortune  50  com¬ 
panies  for  15  years  and  has  helped  many  companies  re-engineer  their 
systems  while  attaining  business  and  IT  synergy. 


and  be  able  to  discuss  the  capabilities 
of  your  infrastructure  -  and  the  way  the 
technology  helps  your  people  and  your 
business.  The  mantra  is  it  to  improve 
the  functionality  of  the  business  so 
that  it  can  be  more  competitive. 

What  tips  do  you  have  for  rescuing  a 
program  that  is  tipping  into  failure? 

You  can't  operate  at  50,000  feet  —  you 
need  to  get  your  hands  dirty  to  get  that 
assessment  done  before  you  start  trying 
to  fix  it.  Programs  usually  have  problems 
because  they  were  underfunded;  they 
have  unrealistic  expectations  and  they 
were  unbelievably  complex  over  mul¬ 
tiple  years.  Sometimes  you  need 
to  reset  the  priorities  and  the  scope. 
Maybe  the  people  who  wanted  this  are 
gone  -  so  what  was  important  then  isn’t 
important  today.  You  can  turn  to  your 
vendors  for  help  -  but  you  have  to  make 
sure  they  understand  that  they  have  a 
stake  in  the  outcome. 

Can  you  discuss  the  importance 
of  a  strong  business  plan  and 
working  closely  with  the 
business  side? 

You  need  to  practice  straight  talk  in 
communicating  with  the  business.  They 
need  know  to  what  the  plan  is,  where  the 
risks  are  as  well  as  the  returns,  and  how 
they  are  being  managed.  Senior  business 
leaders  need  to  be  continually  involved. 
If  a  business  owner  sends  subordinates 
to  the  weekly  meeting,  that’s  not  good. 


The  executive  meeting  might  be  only 
once  a  week  -  but  you  need  to  build  in 
the  regimen  to  keep  the  tempo  going 
for  a  project.  You  also  need  to  maintain 
the  visibility  of  the  program,  it  must 
communicate  and  promote  itself  and  the 
program  team  continuously. 

How  does  "An  IT  Tale"  differ  from 
other  books  on  the  topic? 

It  is  a  fictional  story,  a  sort  of  extended 
case  study,  that  is  built  upon  both 
my  experiences  and  that  of  many  IT 
professionals  within  EMC.  I  think  CIOs 
and  program  managers  will  relate  to 
the  main  characters  -  and  it  also  has  all 
the  providers,  consultants,  IT  pros  and 
boards  of  directors  and  how  they  all  play 
together.  It  is  not  a  how-to  book,  but  it 
will  give  you  some  thoughts  on  how  to 
do  things  better. 


FOR  MORE  INFORMATION: 

To  learn  more  about 
An  IT  Tale  and 

Enterprise  Program  Management,visit 

www.EMC.com/consulting 
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E-Discovery 


the  technologies  being  used  and  on  our  corporate  collaboration 
policies.  They  serve  as  change  agents  and  promote  collaboration 
and  adoption  best  practices  around  the  world. 
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Guidance  for  IT  Staff 

Who:  Deborah  Hill,  staff  attorney,  State  of  Con¬ 
necticut  Department  of  Information  Technology 


WILLIAM  WEEKS,  KEY  EQUIPMENT  FINANCE 

ALLAY  CONTROL  FEARS 

When  we  determined  that  the  open-yet-structured 
environment  of  an  internal  wiki  could  provide  all  the  information 
organization  and  collaboration  we  needed,  we  knew  we 
would  be  facing  push-back  from  a  certain  segment  of  our  user 
population. 

Our  adoption  numbers  go  up  every  month,  with  our  business 
users  contributing  content  and  discussions  at  almost  twice  the 
standard  rate  to  what  is  now  our  primary  intranet.  But  that  would 
not  be  the  case  if  we  hadn’t  convinced  our  department  manag¬ 
ers  that  the  wiki  wouldn’t  be  the  end  of  the  world  as  we  knew  it. 
Open  sharing  is  scary  for  a  lot  of  people;  the  big  human  drive  is 
for  control,  and  the  financial  industry  has  a  very  traditional  view 
on  information  governance.  Some  managers  wanted  full  approval 
over  any  information  added  to  or  changed  on  the  wiki,  creating  a 
bottleneck  that  would  completely  negate  the  benefits  we  hoped 
to  gain.  We  had  to  talk  them  through  the  scenario,  explaining 
that  we’re  not  exposing  financial  information  on  the  wiki,  we’re 
sharing  project  information,  processes  and  the  like.  Every  action, 
entry  and  edit  is  attached  to  an  identified  user.  Knowing  that 
accountability  is  there  provides  reassurance  for  the  managers, 
trust  in  the  information  and  a  check  on  users’  impulsivity. 

RUTH  THORPE,  S ANOFI-  AVENTIS 

TEACH  NEW  RULES  FOR  INTERACTION 
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What:  E-discovery  terminology 
definitions  and  guidance  for  IT 
staff 

Why:  E-discovery  is  an  acute 
reflection  of  just  how  critically 
integrated  IT  has  become  within 
the  legal  landscape  of  business.  I 
is  necessary  for  IT  and  legal  staff  to  collaborate  on  the 
maintenance,  collection  and  preservation  of  relevant, 
electronically  stored  information  (ESI).  In  particular, 
these  preservation  policies  mitigate  the  risk  of  dele¬ 
tion  or  loss  of  information  for  current  litigation,  or  for 
reasonably  anticipated  legal  action,  Hill  says.  While  IT 
staff  are  critical  to  figuring  out  what  to  save  and  how, 
they  are  generally  not  familiar  with  legal  terminology 
or  procedures. 

How:  This  guidance  is  a  legal  primer  for  IT.  Hill  worked 
with  a  team  of  IT  experts  to  provide  clear,  jargon-free 
speak  explanations  of  why  and  how  each  part  of  the 
e-discovery  process  works.  "We  have  to  educate  IT 
staff  about  the  legal  ramifications  of  not  following 
these  rules,"  Hill  says.  The  guide  starts  with  simple 
definitions  of  legal  terms  that  IT  staff  are  likely  to 
encounter.  It  then  outlines  and  explains  the  reasoning 
for  the  obligations  surrounding  data  preservation  for 
legal  purposes.  It  closes  with  instructions  for  preserv¬ 
ing  e-mail,  other  electronically  stored  information  and 
documents,  as  well  as  hard  copies. 


Our  decision  to  move  strategically  into  public  social  net- 
works-including  the  physician  network  Sermo  and  others  such 
as  Linkedln-came  from  recognition  that  the  external  popula¬ 
tion  we  interface  with  is  already  there.  To  connect  with  our 
customers,  we  have  to  be  where  those  doctors,  patients,  payers  and 
government  regulators  are  spending  their  time. 

Moving  in  this  direction,  however,  created  an 
unintentional  divide  among  those  who  wanted  to  jump  right  in  and 
interact  in  these  forums  and  those  whose  role  it  was  to  protect  the 
interests  of  the  company.  We  knew  that  the  dynamic  nature 
of  the  technology  would  make  it  difficult  to  drive  standard 
behavior,  and  we  wanted  to  inspire  a  two-way  dialogue  wherever 
possible.  Surprisingly,  age  has  not  been  a  factor  in  adoption  of 
these  new  mediums,  but  knowing  how  to  open  a  dialogue  with  a 
community  requires  training  for  some  in  the  tools  and  the  intent. 
People  were  posting  statements  on  these  sites  and  reacting  with 
surprise  and  confusion  when  they  weren’t  receiving  any  response. 
So  we  have  been  teaching  them  the  importance  of  proposing  ideas  or 
crafting  points  of  discussion  that  will  kick  off  responses  and 
generate  branches  of  other  discussions,  creating  a  level  of  interac¬ 
tion  that  was  never  before  possible. 
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To  download  the  tool,  go  to  the 
connect  box  at  council.cio.com. 
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Collaboration  Initiatives: 
Benchmarks  &  Best  Practices 
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Live  CIO  Council  Teleconference 

December  15, 4:00  p.m.-5:00  p.m.  U.S./Eastern 

Get  final  results  from  the  Council's  survey-including 
benchmarks  on  satisfaction  and  investment-and  hear 
CIOs  share  their  successes  and  stumbling  blocks. 


O 

o 
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CIO  PANELISTS 

►  Gary  Kuyper,  CIO, 
Bethany  Christian  Services 


O 

o 

o 

o 


Ruth  Thorpe,  VP,  CIO,  U.S. 
Pharmaceutical  Operations, 
Sanofi-Aventis 
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To  register 
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Producing  Windows  7  into  your  environment  isn’t  something  that  should  make 
you  anxious.  By  removing  the  uncertainty  around  application  compatibility,  Sogeti  can  make 
your  transition  to  Windows  7  a  smooth  one.  As  the  first  step  towards  deployment,  we  will 
analyze  your  applications,  identify  problems  and  provide  remediation  steps,  giving  you 
a  clear  path  for  deployment.  Sogeti  has  helped  more  organizations  with  application 
compatibility  testing  and  remediation  than  any  other  company.  With  someone  to  show 
the  way,  you’ll  have  nothin* 


Start  overcoming  your  fears.  Text  Win7  to  30364  or  visit  us.sogeti.com/win7  for  a  copy 
of  our  7  Tips  for  Windows  7  Application  Readiness  whitepaper  and  a  free  phobia  t-shirt.* 


SOGETI 


US  Deployment/ACF  Partner  of  the  Year  2009 

WWW.SOgeti.com  |  1-888-4S0GETI  I  microsoft@us.sogeti.com 


*1  Windows  7  ^ 


ACF 


Application  Compatibility  Factory 


Copyright©  2009  Sogeti  'Standard  text  rates  apply  To  view  our  privacy  policy,  please  visit  our  website.  Windows  7  is  a  trademark  of  the  Microsoft  Corporation. 


Microsoft 

GOLD  CERTIFIED 

Partner 
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Interaction 

Disconnect 

It  is  easier  to  set  the  goals  for 
collaboration  systems  than  to 
achieve  the  intended  results. 

The  Council  gathered  169  survey 
responses  from  members  and 
the  public  about  their  satisfac¬ 
tion  with  collaboration  initiatives, 
ranked  from  "very"  to  "not  at  all" 
satisfied.  Less  than  one-third  of 
all  respondents  said  they  were 
very  satisfied.  We  also  asked 
them  to  rate  their  satisfaction 
with  the  payoffs  achieved  for 
each  of  their  most  important 
IT  and  business  goals.  Find  the 
results  in  the  chart  at  right. 


marks 


COLLABORATION 


Collaboration  Goals  Are  Hard  to  Achieve 

■  Stated  as  top  objective  ■  Rated  as  "satisfactorily  achieved" 


Increase  productivity  of  work  teams 
Achieve  faster  response  time/delivery  of  information 
Link  internal  work  teams  in  dispersed  locations 
Provide  a  central  documentation  resource 
Improve  customer  service 


SOURCE:  CIO  Executive  Council 
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On  Their  Minds 

CIOs'  collaboration  success  is  in  the  details-f  rom  security 
concerns  to  meeting  expectations,  The  following  advice  and 
warnings  are  adapted  from  Council  survey  responses. 


Engage  All  Potential 
Partners 

Collaboration  initiatives 
are,  by  necessity,  col¬ 
laborative.  Neither  IT 
nor  the  business  can 
develop  or  maintain 
them  in  a  vacuum. 

Set  Policies  Up  Front 

Accountability.  Edit¬ 
ing  authority.  Personal 
privacy.  Collaboration 
means  sharing  informa¬ 


tion  that  you  weren't 
sharing  before,  so  you 
need  to  define  how  it  all 
will  be  governed. 

Look  Broadly  for 
Value 

Most  of  the  ROI  on  col¬ 
laboration  initiatives  is 
going  to  be  soft  value, 
such  as  increasing  pro¬ 
ductivity.  Don't  accept 
financial  ROI  targets, 
and  be  sure  to  evaluate 


the  whole  environment. 

Be  Patient 

There  will  be  early 
adopters  and  easy 
converts,  but  many 
users  will  view  open 
exchange  of  informa- 
tion— internally  and  with 
outsiders-as  a  threat. 
Fully  embedding  col¬ 
laboration  will  inevitably 
take  more  time  than 
you  think. 


Get  Benchmarks  for  Collaboration  IT  Download  the  data  overview  from  the 


Council  survey  on  CIOs'  experiences  with  collaboration  systems,  including  the 


Ira  Schwartz,  Senior  VP  and  CIO,  Allied 
North  America  Insurance  Brokerage 

Schwartz  and  Tom  Schmidt,  his  VP 
of  emerging  technology,  are  lead¬ 
ing  an  IT-enabled  effort  to  integrate 
dispersed  business  users  and 
external  customers.  Their  plans 
include: 


11  Using  voting  via  wiki  to  gather 
ideas  from  across  the  company 
for  new  collaboration  features; 

11  Providing  direct  client  access 
to  insurers,  making  Allied's 
broker  role  transparent; 

11  Taking  latency  out  of  projects 
managed  in  one  location  and 
built  in  another; 


predominate  technology  choices,  user  adoption  rates  and  costs.  Visit  the  Connect 
box  at  council.cio.com. 


tV  o  • 


11  Exchanging  all  paperwork 
electronically. 


DECEMBER  1,  2009  www.cio.com 


MTIBCO* 

The  Power  of  Now1 


Better  Already 

Imagine  a  health  plan  without  the 
run  around.  Harvard  Pilgrim  Health 
Care  is  using  our  technology  to 
take  the  pain  and  paperwork  out  of 
claims  processing,  www.tibco.com 


©  2009,  TIBCO  Software  Inc.  All  rights  reserved. 
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The  CIO  Bonus  Bust 

The  economy  flattens  compensation  for  top-earning  IT  execs,  but 
new  SEC  reporting  standards  could  sweeten  future  negotiations 

BY  KIM  S.  NASH 

Bigtime  CIOs  have  endured  a  volatile  year,  and  their  wallets  have  felt  the  impact.  The  sour 
economy  and  politics  involved  have  led  to  a  huge  drop  in  performance  bonuses  and  rejiggered  our 
annual  list  of  high-paid  technology  leaders. 

But  the  decline  in  top  pay  may  be  temporary.  In  the  past,  public  companies  often  used  vague 
language  in  its  annual  proxy  report  to  the  Securities  and  Exchange  Commission,  saying  things  like 
“compensation  is  tied  to  profitability  or  revenue  growth”  without  spelling  out  how.  Now  the  SEC 
demands  more  detail  about  how  companies  pay  their  executives.  Kevin  Nussbaum,  vice  president 
of  new  client  development  at  professional  services  firm  Cbiz,  predicts  the  new  transparency  will 
ultimately  result  in  even  higher  pay  for  superstars. 

Most  striking  this  year  is  how  discretionary  pay  has  plummeted  with  37  of  the  52  on  our  list  ►  ► 
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ADVERTISING  SUPPLEMENT 


Combined  lifestyle  and  work  style  calls  for  a  single  converged  device. 


Increasingly,  corporate  employees  are  on  the  move,  relying 
on  mobile  devices  to  get  their  jobs  done.  But  they  also  rely 
on  mobile  devices  to  keep  their  personal  lives  in  order. 

I  They're  facing  convergence— and  stress.  What  they  don't 
need  is  several  devices  for  different  purposes.  Instead,  they 
each  need  a  single  advanced  multifunction  device  they  can  rely 
on  for  both  work  and  their  personal  life. 

Most  workers  know  this.  Many  are  bringing  sophisticated 
smartphones  to  work  and  asking  IT  to  tie  them  into  corporate 
information  resources.  This  leads  to  stress  for  IT  managers,  who 
must  step  in  when  corporate  e-mail  needs  to  be  set  up  and 
corporate  data  is  downloaded.  Business  decision-makers  are 
also  feeling  stress  as  they  look  for  new  ways  to  leverage  mobile 
applications  to  generate  business  value. 

It's  difficult  and  costly  for  IT  to  support  a  plethora  of  different 
devices,  and  business  decision-makers  benefit  most  when  mo¬ 
bile  applications  can  be  developed  rapidly  in  a  standards-based 
environment.  It  makes  sense  for  IT  to  take  charge  and  supply 
workers  with  a  single  multifunction  mobile  device  that  will 
enable  rich  application  development,  enhance  job  productivity, 
ease  IT's  role  in  device  management  and  security  and  foster  the 
kind  of  work/life  balance  that  boosts  employee  morale. 

Palm  webOS,  the  operating  system  of  the  Palm  Pre  and  Palm 
Pixi  smartphones,  satisfies  all  these  requirements,  it  represents 
an  optimal  combination  of  operational  simplicity  and  func¬ 
tional  capability  including: 

■  Multi-tasking— run  multiple  applications  at  once 
and  easily  flip  between  them 


■  Palm  Synergy,  which  intelligently  brings  together  infor¬ 
mation  across  different  e-mail  accounts,  social  networks, 
corporate  directories,  and  calendars 

■  Supports  Microsoft  Exchange  ActiveSync®  policies  that 
helps  to  maximize  company  security  through  Password 
enforcement,  Auto-Locking  and  Remote  Wipe 

■  Familiar  and  easy-to-use  web  development  model 
and  tools  (including  CSS,  JavaScript,  HTML5) 


By  making  Palm  webOS  a  corporate  standard,  IT  profes¬ 
sionals  will  be  able  to  offer  workers  3G  smartphones  that  can 
handle  voice,  secure  HTMLweb  browsing  and  messaging,  either 
though  SMS  or  popular  instant  messaging  services.  Palm  webOS 
smartphones  are  also  GPS  enabled  and  the  Palm  Pre  is  able  to 
easily  connect  to  secure  WiFi  networks.  What's  more,  IT  manag¬ 
ers  will  be  able  to  secure  these  devices  via  access  control  and 
erase  the  device  remotely  if  it  is  lost. 

Devices  with  webOS,  like  the  Palm  Pre  and  Palm  Pixi,  can 
run  enterprise  applications  such  as  CRM  and  SFA,  augmented 
by  Web-based  services.  The  result:  Palm  webOS  phones  allevi¬ 
ate  the  stress  of  convergence,  workers  gain  a  single  device  for 
achieving  work/life  balance;  IT  professionals  gain  an  integral, 
manageable  IT  infrastructure  component;  and  business 
decision-makers  gain  the  ability  to  leverage  mobile  technology 
through  a  new  generation  of  strategic  applications. 


For  more  information,  visit: 

www.palm.com/business 


CIO 


Custom  Solutions  Group 


aAfiiii 


►  ►  Compensation  Continued  from  Page  40 
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earning  no  bonuses.  We  compile  our  annual  list  by  studying 
the  SEC  filings  of  the  1,000  biggest  U.S.  companies  to  see 
what  compensation  looks  like— including  salary,  bonuses, 
perks  and  incentive  pay  such  as  stock  and  options  awards— 
for  CIOs  ranked  and  rewarded  highly  enough  at  their  com¬ 
panies  to  be  included.  Just  three  of  this  year’s  top  10  received 
bonuses  (see  chart,  below). 

There’s  also  been  a  lot  of  turnover:  Seventeen  CIOs 
on  last  year’s  list  didn’t  make  it  this  year.  Some  have  left 
their  jobs,  including  Mark  Boxer,  former  CIO  of  Wellpoint, 
who  retired;  and  Linda  Goodspeed,  former  CIO  at  Lennox 
International,  who  is  now  VP  of  Information  Systems  at 
Nissan  North  America.  Last  year’s  number-one,  Barbara 
Desoer,  who  earned  $10.5  million  at  Bank  of  America,  was 
promoted  to  president  of  the  bank’s  Mortgage,  Home  Equity 
and  Insurance  Services  business.  Others  remained  but 
dropped  out  of  the  circle  of  top  five  highest-paid  officers 
at  their  companies,  such  as  Robert  Carter  at  FedEx,  Dave 
Kepler  at  Dow  Chemical  and  Thomas  Kingsbury  at  Kohl’s. 

To  explain  why  the  SEC’s  changes  could  lead  to  big 
bumps  in  compensation  for  the  top  25  percent  of  CIOs  and 
other  executives,  Nussbaum  compares  them  to  compensa¬ 
tion  practices  in  professional  baseball.  The  disclosure  of 
contracts  and  the  umpteen  statistics  tracked  in  the  Major 
Leagues  have  helped  superstar  players  get  multimillion- 
dollar  deals.  Each  home  run,  in  essence,  is  worth  so  many 
dollars.  CIOs  who  are  negotiating  pay  packages  may  also 


The  decline  in 
top  pay  may  be 
temporary. 

use  the  numbers  now  available  to  them.  “The  data  will  be 
specific  enough  to  compare  across  companies,  like  in  base¬ 
ball,”  he  says.  “They’ll  say,  ‘Look,  company  A  had  these 
targets.  We  performed  above  that.  I  should  make  more  than 
that  CIO.’” 

For  example,  discount  retailer  Big  Lots  spelled  out  that 
CIO  Lisa  Bachmann  earned  a  6  percent  raise,  from  a  sal¬ 
ary  of  $413,000  in  2007  to  $436,000  in  2008,  for  helping 
improve  inventory  turns  by  3  percent  and  launching  both  a 
new  point-of-sale  system  and  a  multiyear  migration  to  SAR 
And  73  percent  of  her  total  compensation  last  year  was  “at 
risk,”  meaning  subject  to  meeting  performance  goals.  The 
company  also  lists  16  competitors  against  which  it  com¬ 
pares  its  compensation  practices. 

The  key,  of  course,  will  be  to  rack  up  IT  homeruns.  So 
far,  there  are  no  performance-enhancing  drugs  for  that.  Just 
hard  work. 


Senior  Editor  Kim  S.  Nash  can  be  reached  at  knash@cio.com.  Fol¬ 
low  her  on  Twitter  at  www.twitter.com/kna5h99.  For  a  list  of  52 
top-paid  CIOs  visit  www.cio.com/article/507662 


What  Big-company  IT  Execs  Earn 

Last  year's  10  best-compensated  CIOs,  according  to  SEC  data 


Ranking 

Name 

Title 

Company 

Total  Compensation 

1 

Randall  D.  Mott 

EVP  and  CIO 

Flewlett-Packard 

$28,293,134 

2 

Larry  Kittelberger 

SVP,  Technology  and  Operations 

Honeywell  International 

$8,030,866 

3 

Sam  Leno 

EVP,  Finance  and  Information  Systems,  CFO 

Boston  Scientific 

$6,321,255 

4 

Steve  Squeri 

EVP,  Corporate  Development  and  CIO 

American  Express 

$6,252,701 

5 

Bill  Chenevich 

Vice  Chairman, 

Technology  and  Operations  Services 

U.S.  Bancorp 

$5,384,509 

6 

Franck  Moison 

President,  Global  Marketing, 

Supply  Chain  and  Technology 

Colgate-Palmolive 

$5,058,159 

7 

Bob  DeRodes 

former  EVP  and  CIO 

Home  Depot 

$4,836,618 

8 

Tim  Shack 

former  EVP  and  CIO 

PNC  Financial  Services 
Group 

$4,577,332 

9 

Glen  Salow 

EVP,  Service  Delivery  and  Technology 

Ameriprise  Financial 

$4,071,987 

10 

Randy  Darcy 

EVP,  Worldwide  Technology  and  Operations 

General  Mills 

$3,476,976* 

*2009 
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IT  Makes  Winners. 


You  can’t  beat  the  competition  by  standing  still. 
And  you  can't  move  ahead  without  the  edge 
technology  provides. 

We  want  to  know  how  IT  makes  your 
company  grow. 

We’re  celebrating  all  the  innovative  ways  that  IT  can  deliver 
business  value  and  a  competitive  advantage  to  the  enterprise. 
Perhaps  you  took  a  risk  on  an  emergingtechnology  or  deployed 
the  tried  and  true  in  a  new  way.  Maybe  you  built  a  better  business 
process  or  fostered  closer  collaboration.  Or  you  found  ways  to 
get  closer  to  existing  customers,  to  pursue  new  markets,  to  save 
money,  to  make  more. 

If  you  can  show  measurable  results  of  technology  innovations  that 
have  enabled  or  led  the  way  to  greater  success  for  your  organization, 
then  our  readers— your  peers— want  to  know  about  you. 

Be  recognized  as  one  of  the  CIO  100. 


Deadline:  Feb.  5, 2010 

CIO  100  honorees  will  be 
recognized  at  the  annual 
CIO  100  Symposium  &  Awards 
Ceremony,  Aug.  22-24,  2010, 
at  The  Terranea  Resort  in 
Ranchos  Palos  Verdes,  Calif. 
Honorees— and  their  winning 
ideas— will  also  be  featured 
online  and  in  the  August  2010 
issue  of  CIO. 

applU 

NOW! 

Go  to  www.cio 

.com/cio-awards/ 

ciolOO/index. 
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...Back  Up  BlackBerry  Data 

BY  AL  SACCO 


Anyone  who  has  ever  experienced  the  pain  of  losing  all 
the  data  on  a  PC  or  handheld  intimately  knows  the  value 
of  backing  up  personal  information,  whether  it’s  an  iTunes 
music  collection,  digital  photo  album  or  address  book.  This 
can  be  easier  said  than  done,  but  BlackBerry  users  are  in 
luck:  The  handheld  data  backup  process  for  Research  In 
Motion  (RIM)  smartphones  couldn’t  be  simpler  when  you 
use  the  BlackBerry  Desktop  Manager  software,  which  ships 
with  every  new  RIM  device.  Follow  these  three  steps: 


1]  UPDATE  SOFTWARE.  Down 
load  the  latest  version  of 
RIM’s  BlackBerry  Desk¬ 
top  Manager  software.  To 
determine  which  version 
of  Desktop  Manager  you’re 
currently  running,  launch  the 
program  via  Windows  Start 
Menu  by  clicking  All  Programs, 
BlackBerry  and  Desktop  Man¬ 
ager.  When  the  program  is  open, 
hit  the  Help  tab  on  the  main  screen 
and  then  choose  About  BlackBerry 
Desktop  Manager.  The  software  ver¬ 
sion  will  be  listed  on  the  General  tab 


2]  LAUNCH  DESKTOP  MANAGER.  Follow  the  procedure 
detailed  above  to  open  the  program  if  you  didn’t  choose  to 
create  a  desktop  shortcut  upon  installation.  When  the  pro¬ 
gram  is  running,  connect  your  BlackBerry  device  to  the  PC 
via  a  USB  cord.  Close  any  dialogue  boxes  that  may  appear 
when  your  BlackBerry  is  connected,  including  the  desktop 
manager  box  that  informs  you  it’s  searching  for  application 
updates.  Your  BlackBerry  should  now  be  connected  to  the 
software  and  the  word  “Connected”  should  appear 
in  both  the  top  and  bottom  left  corners  of  the  desk¬ 
top  manager  screen. 


3]  SAVE  YOUR  DATA  Click  on  the  Backup 
and  Restore  icon  in  the  top  right  corner  of  the 
desktop  manager  home  screen.  The  following 
screen  should  offer  three  separate  options: 
Backup,  Restore  and  Advanced.  To  save 
all  the  personal  data  stored  in  your  Black- 
Berry’s  internal  memory,  hit  the  Back 
Up  tab,  choose  a  name  and  location  for 
the  file  and  hit  Save.  The  backup  pro¬ 
cess  should  take  about  a  minute,  and 
your  BlackBerry  screen  will  display  a 
graphic  of  a  connected  handheld  and 
PC  while  it’s  in  progress. 


...make  the  most  of  BlackBerry's 
copy  and  paste  option 

One  of  the  most  valuable  and  underrated  shortcuts 
within  the  BlackBerry  OS  is  the  copy  and  paste  function. 
RIM  created  a  few  different  methods  for  accessing  it. 

While  in  a  message  or  text  file,  you  can  copy  text  two 
ways.  First  you  can  simply  hold  the  Shift  button  while 
scrolling  the  trackball  over  the  text  you  wish  to  copy,  and 
then  hit  the  BlackBerry  Menu  key  and  choose  Copy  from 
the  drop-down  menu.  You  can  also  copy  text  by  hitting 
ALT  and  clicking  the  track  ball  before  scrolling  over  the 
text  you  wish  to  copy  and  then  hitting  Menu  and  choos¬ 
ing  Copy.  To  paste  text  once  it's  copied,  you  can  either 
click  Menu  again  and  choose  Paste,  or  you  can  simply  hit 
Shift  and  click  the  trackball  wherever  you  want  the  text 
to  appear. 


...turn  on  JavaScript  for  a  single 
BlackBerry  browser  page 

To  say  that  the  BlackBerry  browser  has  JavaScript  issues 
would  be  an  understatement;  the  browser  works  slowly 
enough  without  it,  but  switch  it  on  and  your  Web  surfing 
quickly  slows  to  a  crawl  on  JavaScript-heavy  sites.  As 
such,  it's  generally  a  good  idea  to  turn  off  JavaScript. 

To  enable  or  disable  JavaScript  in  the  browser,  hit  "S" 
and  open  your  Browser  Options,  then  choose  Browser 
Configuration.  On  the  following  screen,  check  or 
uncheck  the  box  next  to  Support  JavaScript. 

There's  also  a  valuable  keyboard  shortcut  that  lets 
you  turn  on  "one-time  JavaScript,"  or  reload  a  page  with 
JavaScript  enabled,  no  matter  your  usual  disabled  set¬ 
ting.  Click  your  "J"  key  while  on  any  webpage,  and  your 
page  will  auto-refresh  with  JavaScript  enabled. 
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MARKETPLACE 


Call  us  today  1.877.288.5699 
Visit  us  online  Watchwith360.com 


Monitor  Your  Employees  and  Protect  Your 
Company  Data  with  Spector  360 


IT  SECURITY  WARNING:  Internet  Filters  Cause  a  False 
Sense  of  Security  by  Failing  to  Monitor  and  Record 
EVERYTHING  Your  Employees  do  on  their  Desktop  PCs. 


Copyright  2009  SpectorSoft  Corporation.  All  rights  reserved.  PC  Magazine  Editors' Choice  Award  Logo  is  a  trademark  of  Ziff  Davis  Publishing  Holdings  Inc  Used  under  license 


Do  you  still 
believe  that 
Filters  work? 


-  PC  Magazine  Editors' Choice 

September  2008 

Spector  360 


(^)  SpectorSoft 


"Spector  360  is  the  most 
mature  surveillance  offering 
for  business  use." 


Filtering  software  leaves  your  company's  health  at  risk  because  it  fails  to 
monitor  desktop  computer  activity.  Employees  can  bypass  content  filters, 
install  rogue  applications,  copy  confidential  information  or  worse...  and  it's 
all  undetected. 

Monitor  Your  Employees 


Spector  360's  easy-to-read  and  intuitive  summary  reports 
quickly  identify  employees  conducting  high-risk  activity.  See  something 
suspicious?  Drill  down  for  a  detailed  employee-focused  investigation  that 
reveals  every  detail  of  their  PC  and  Internet  activity.  Spector  360  even 
sends  immediate  alerts  if  your  data  is  threatened. 


Spector  360  is  the  only  software  that  gives  you  the  ability  to 
monitor,  record,  archive  and  report  all  PC  and  Internet  activity. 


Nothing  Gets  Past  Spector  360 


Unlike  filtering,  Spector  360  captures  EVERYTHING 
your  employees  do:  web  site  visits,  file  transfers, 
emails,  chats,  IMs,  application  usage, 
keystrokes  and  so  much  more.  Spector  360 
even  provides  screen  snapshots  of  employee 
PC  and  Internet  activity  that  give  undisputable 
proof  or  erase  all  doubt. 


•  N  / 

i  : 


Where  There's  Smoke,  There's  Fire 
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IT  Vendor 


Mid-Market  CIOs  vs.  Technology  Providers 

Advise  your  team  on  how  to  forge  more  effective  CIO 
and  vendor  partnerships 

Lead  your  clients  or  vendors  in  building  a  true  partnership 

Influence  your  constituency  by  providing  right  sized,  cost- 
effective  IT  solutions 

Get  to  your  destination  on  time  and  within  budget  -  access 
our  complimentary  Mid-Market  CIO  /  IT  Vendor  Relations  Field 
Guide  Excerpt  or  purchase  the  full  Field  Guide,  a  unique  resource, 
developed  by  CIOs  for  CIOs  and  the  vendor  community  that 
supports  them. 

Know  Your  Next  Move 

council.cio.com/fieldguide 


CIO 


CIO  Executive  Council 

Leaders  Shaping  the  Future  of  Business 


Dropping  the  Ball 

With  1  million  visitors  crowding  Times  Square  and  more  than  a  billion  viewers  around  the  world,  it’s  no 
wonder  the  famous  New  Year’s  Eve  ball  keeps  getting  bigger  and  brighter.  Last  year,  the  ball  grew  in  size  by 
50  percent,  boasting  a  12-foot  diameter  was  embellished  with  2,668  Waterford  crystals,  along  with  a  whop¬ 
ping  32,256  Philips  Luxeon  Rebel  LED  bulbs.  That  all  totals  up  to  11,875  pounds  of  New  Year’s  Eve  magic. 

This  year,  its  first  as  a  permanent  landmark  in  NYC,  the  ball  has  been  lit  up  almost  every  day,  says  Jeff 
Strauss,  president  of  Countdown  Entertainment.  The  lighting  system  operating  the  LED  bulbs  delivers 
more  than  16  million  color  options  that  are  used  to  create  billions  of  kinetic  effects,  such  as  the  traditional 
kaleidoscope  designs  seen  on  New  Year’s  Eve.  And  that’s  not  all  the  LEDs  bring  to  the  table,  notes  Philips 
Director  of  Corporate  Communications  Susan  Bloom.  With  the  switch  to  Luxeon  bulbs  for  2009,  the  ball 
is  at  peak  energy  efficiency,  requiring  about  the  same  amount  of  power  it  takes  to  operate  two  conven¬ 
tional  ovens.  -Simone  Levien 


DECEMBER  1,  2009  www.cio.com 


PHOTO  COURTESY  OF  COUNTDOWN  ENTERTAINMENT 


Finally,  a  storage  solution  that  doesn’t  force  you  to  choose  either  cost  efficiency 

or  improved  business  performance.  NetApp’s  uncompromising  approach  to  storage 

and  data  management  can  both  lower  IT  costs  and  help  to  bolster  your  company’s 

competitiveness.  Find  out  how  storage  efficiency  without  compromise  can  help  your 
company  go  further,  faster.  Visit  netapp.com/and  today. 


NetApp* 

Go  further,  faster 


See  how  HP  innovation  is  delivering  radical  ROI  for  companies 
like  yours  at  hp.com/go/servers/roi3  or  call  1-866-356-6091 . 


Powerful. 

Intelligent. 


ALTERNATIVE  THINKING  ABOUT  SERVERS: 


exT  gene 
:1  conso 


•  Achieve  95%  reduction  in  energy  and  cooling  costs 

•  Realize  savings  of  up  to  90%  in  software  license  fees 

•  Reduce  the  number  of  servers  to  manage  by  90% 


Technology  for  better  business  outcomes. 


HP  ProLiant  DL380  G6  server 


“  Up  to  two  Intel®  Xeon®  Processor  5500  Series 


144  GB  maximum  memory  footprint 

Now  supports  up  to  8  small  form  factor  high-performance  SAS 
hard  drives  or  up  to  6  large  form  factor  SATA  hard  drives 
HP  Insight  Control  cuts  management  costs  by  up  to  $48K  per 
100  users  over  3  years*  with  integrated  management  suite 


Smart 


